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Where 
there's a 
\Storz 
mation . . . 
there's 
ludience 





In each of these major markets more radios are 
tuned to the Storz Station than to any other. 

MiniK'apolis-St. I'aul . . . \Vl)(iY ifl 
Hooper, Trdithx, SSI Ana — oil tUvj. 
I'uhc in ih( afternoon. 

Kansas City . . . \VH!>, iz\ 

Mttro Piilsv, Xidstn. Tri nthx, Ilnoptr. 
Arta Xiclsrn. rulsr. 

N\'w Oi loaus . . . WTIX =1 
Hooper, I'ltlsi . 

Miami . . . WQAM -1 
llooptr. Piilm , Trtndrj. 



WDGY, Minnoapo 5 S». Pa- 
WHB, Kansas City 
WQAM, Miami 

Rri>re.i'-iiti')i hy John Ftlair .)"• Ci). 

• TODD STORZ, PRESIDENT 

WTIX, New Orleans 
Kfprintnlitl 1)1/ Ailitni \ olinf}, /nr. 




THE STORZ STATIONS 




HOW TO GUARD 
A $7 MILLION 
TV INVESTMENT 

llolciie Cm ti-' ;ul ni.m- 
ager no^\ delegaU-- 
)iK)>l of h\> otIuM rc- 
■^poii>il)ilitic- to (•oiiccii- 
tratc* on comnierriaK 
for lii> t\ program-". 
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Beneficiars 
marketing jig- 
saw puzzle 
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Do you sell 
your station 
like a fishwife ? 
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program costs 
lineup, ratings 
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DieftST ON 




.A' 



FROM LAST TO 



'em in Houston! 



N THIRTY DAYS: HOOPERi 



Communique No. 1, OPERATION KILT, 15 June 
1957: In its first public announcement since the call 
letters were changed from KLBS to KILT in Houston 
on M Day (14 May 1957), Time Buyers' Headquarters 
for the Greater Southwest reports complete devastation 
of the pre-KILT radio picture in Houston. The super- 
strategy of kilt's high command, headed by General 
Bill Weaver, developed with military precision in the 



tough KLIF Dallas and KTSA San Antonio sectors, has 
sent the opposing forces reeling. On 14 May, KILT was 
last in Houston with only 4.6% of the all-day average 
audience (May "57 Hooper). Just thirty days later, on 
1 5 June, KILT had rocketed from last to first with 30.5 % 
of the all-day average audience (June '57 Hooper). 
It's a new w orld's record — thirty days jroin last to first! 



offlWated u/lth 




K L I F/ DALLAS 



and 



ktsa/i 



■ c 



YOL'A'O ^ TU'BfC \ 

KKw YoKK • t iiii.M iu • DUThxii r • \ r}i.\\<i>i<t-ii>'-.\si,ti.t^ ■ iKii I vwmj I vi/.\7/./ I/. ■ T'iii<j\ iti ^11 Ml ij I iTv yA.v.jLAM •irjs'nos 




It makes a happy sound when niilUons of peo- 
ple all over the country click on their TV sets 
to watch your show. 

And it's an even happier situation when these 
viewers "tune in on" your sales message. 

If you've made your salesmanship as com- 
pelling as your showmanship, viewers will not 
only react favorably — they'll go out and buy. 
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DIGEST OF ARTICLES 

Tv commercials must dominate an ad manager's time 

27 Ilt*l<'nc Ciiilis ad manager now concciUialc* on tv coniiiiercials, delegates 
most other assignments. Objective: to protect $7 million tv investment 

Spot radio solves a marketing jigsaw puzzle 

30 B< ii(>ficial Finance" (!o. wlien expanding in many markets had to face 
different state laws on copy. Jspol radio uas choice for flexihility 

Do you sell like a fishwife? 

33 carefid of knocking the romp<'tition. warns E. Manning Rnbin, 

tv-radio head of Cargill & \^ ilson. The throat yoii cnt may be your own 

Is tv viewing off in the summer? 

36 ^•'^ dnring late-night i)eriods says H-R research project hacked by \R1? 
national diary sample. Summer viewing tends to start at a later hour 

Tv Basics/July 

39 This month's section carries the latest program costs, including sum- 
mer replacements, network ratings by industry and program lineup 



FEATURES 

18 Agency \d Libs 
24 49lh and .Madison 
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52 .News & Idea Wrap-Up 

5 Newsmaker of the \^'eek 
68 Reps at Work 
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9 Sponsor-Scojte 
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5 1 Spot Buys 

72 Ten Second Spots 

14 Timebuyers at W ork 

70 Tv and Radio Xewsmaker- 

61 Washington \^'eek 

22 W omen's W eek 



In Upcoming Issues 

How to get more out of station merchandising 

\n agency specialist evaluates station merehandising services and tell- 
how maximum results ean be obtained by early planning 

To Europe for commercials? 

A report on conmicreial producers in Europe vvho>c technitjues are new, 
unusual and attractive Paris is onlv a few hours further than L..\. 
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Get more 
than 45% 

(of Iowa's Drug Sales Potential) 




WHO gives you Iowa's 
Metropolitan Areas (45% of Drug Sales) 
. . . PLUS THE REMAINDER OF IOWA 



Iowa has six Metropolitan Areas, 
which, all combined, account for 
44.5% of the State's total 
Drug Sales. The remainder 
of Iowa does 55.5%! 

Quite a number of radio stations can give you high 
ratings in ONE Metropolitan Area. WHO gives you 
high coverage in virtually ALL the State's Metropolitan 
Areas, plus practically the RLMAINDER of Iowa, too! 

FREE MERCHANDISING! 

WHO Radio maintains one of the nation's most com- 
prehensi\e and successful FRIil: merchandising services 
in 350 high-volume grocery stores for FOOD adver- 
tisers who buy S300 gross time per week; in 250 high- 
volume drug stores for DRUG advertisers who buv 
S250 per week. (A S200 Food plan is also available.) 
Ask us — or PCtW— for all the facts! 



WHO Radio is part of 
Central Broadcanting Company, 
which also owns and operates 
WHO-TV, Des Moines 
WOC-TV, Davenport 



Sioux City — 5 5 V, 
Dc» Moinet — 13.7%\ 

REMAINDER oob..„e-36% 

OF IOWA Tii-Citi«s — 1 1 .5 

Crdor Ropidi — 5.5'-; 
Woierioo — 4 7^ 



55.5% 



IOWA DRUG SALES 

1956 Consutner Markets Figures 

WHO 

for Iowa PLUS! 

Des Moines . . . 50,000 Wotts 

Col. B. J. Palmer. President 
P. A. Loyet, Resident ^L^nager 
Robert H. Harter. Sales ALinager 

||^^<r Peters, Griffin, Woodward, Inc., 
i^at'ioiial Representatives 
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NEWSMA 

of If w^^k 



u \sm\(. ION, I). < . 
John (I. Ditcrft'r. \\ iscimsin l\t'fnihli<-nn. is llir iirir l 
fliniriiKiti. (Jiitrl. Imrd-intrliiiif;, lir Inis Itrcii n lillU'-mtlirfil 
('.tmi niissiinirr. Ihmt'rcr. Iiis rh'ivs ami iippnmrli In llic 
hitlnslrY itntltnltly rintw rlosc lit rt'prcst'tilinii I lie ctniscnsiis 

(ttnitnil nifni Ix'rs <*/ llir C.oiiiiiiissinii tnitUini! il iiiilih'cly liis 

aiti>oiiil riH'nl n ill .sn liit; llw (lum mission itff in iiriv <Iin'< litnis. 

The newsmaker: \\ li;it an- -omc uf tin- tliin^-- f<>r whicli 
Docrfcr stnntl>":' lie Iki> been iiccii-ctl of hoiiii; a friend of tlic iict- 
workji and tlic "hiu intercuts." \\ Iiat i> iiioii". lie admits tlic cliarj:*'^. 
He foels tliat it is liis joli to fiicoiiiajzc profitaMe opiMatioii in all 
sfjjmeiits of tlif iiidii>ti"i('s iiiider rcjiiilatioii. 

Init lie C()iit('iid> lie is jii>t as fiiciidh aod f\ en more >\ iiipatlictic 
witli till" so-called Miiall iiitciests. lie sa\> lie will iicvci com ii t aii\- 
l)od\ oiit-of-liaiid. Iiowcxcr. jiist hccaiisc of l)imies>. 

In tlie face of inaiu icceiit attacks on network option time and 
innstd)uy policies (see Newsmaker 
of tlie Week inter\ iew witli l{ep. 
Kmamiel Celler. 22 June issue*. 
Doerfer defends mustd>n\ policies 
outrijjlit and expresses serious 
doubts tliat elimination of option 
time pro\ isos would result in more 
benefit than barm. 

If it is found tbat mustd)u\ pol- 
icies \iolate tlic anti-trust laws, 
tlien be feels tbc practice woidd 
bave to be stopped. Hut wben 
\iewed from tlie public interest, 
niust-lni\ seems to liini more bene- 




Jolin (.. Porrlrr 



ficial tlian barmful. One reason: witliout niust-bu\ policies. man\ 
markets would not uct bij,di budiretcd network projzranis or li\e ncw>. 

He poses tbe t|uestion wbetlier elimination of option time would 
not luerel) sub>titute one set of national program producers I tlie 
networks) for otliers. "Tbe \er\ nature of netw orkinfr," be points 
out. "requires some niiiiinuiiiis and some dcfinitei'.es> in arranging; 
programs and sebedulcs designed to be livoatleast upon a national 
basis." 

As to idif. Doerfer bas ne\er been eon\ inced that tlie FCC polic\ 
of selective deintermixture or creation of iilif islands, is a wise one. 
"It is a serious matter to take awa\ or den\ at least one t\ ser\ ice 
to millions of fringe \ iewers — e\en on an interim basis.' be argues. 

Doerfer. like most otber eommissioner>. is a strong adxoeate of tbe 
tlieor\ tbat tbe least go\ eriunent regulation o\er broadca.-ting i> tbe 
best regulation. He would go e\eii furtber tlian the majovit\ in 
receding from an\ suggestion of FCC inter\ention in what actualK 
goes o\er the air — and eonsiderabl\ furtber in avoiding interference 
ill eeonoinic matters and tbe business relationsbip between \arious 
segments of tbe iiidustr\. ^ 



PRIMARY 
MARKET 



400,000 people in the 
Ann Arbor area respond 
primarily to local radio. 
It's a huge market AND 
NOT ADEQUATELY 
COVERED BY OUTSIDE 
STATIONS. 



ANN ARROR 

AREA 

Includes Plymouth, 
Ypsilanti, Livonia and 
23 important industrial 
communities in Michigan. 



FIRSIinPUlSE* 

Most recent Pulse 
indicates WHRV's strong 
superiority... 18 firsts 
(half hours) out of 24. 

WHRV 

1.000 watts abc 1600 kc 

Major league baseball, 
University of Mich, sports 
Detroit Red Wing Hockey 

6:00-9:00 A.M. Joe and Ralph, 
famous in Mich, area 



Write for special merchandising 
plan or contact: 

BOB DORE ASSOCIATES 

I~! National Representatives 
thr door i> ahrav^ opr» . . . 

Bob Dore Assoc.. 420 Madison Ave.. N. Y. 17, N. Y. 

* JUNE '5< PULSe 
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Point well taken 

As in purebred pointers, championship traits are transmitted 
within a great television-station family. 
Each station of the WKY Television System excels in programming, production, 
and public service. Each station offers the same experienced management 
f that has won the confidence of America's leading advertisers since 1921. 

In television advertising, it pays to choose a championship line. 
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In the approaching International Geophysical Year 
(July 1957-December 1958) when scientists launch 
their man-made satellite in Project Vanguard, they 
may succeed in hanging the first celestial mirror of 
our world on the threshhold to outer space. From 
such an awesome accomplishment may come many 
practical developments — among them, possibly, 
globe-girdling, instantaneous television pickups. In 
any case, . Project Vanguard is almost certain to 
shrink the barriers of our earthly horizons, bring our 
dreams of global communication closer to reality. 



our vision 
goes^ 



^ around 
the world! 




Global telecasting may be nearer than you think. 
You may be sure WGAL-TV will play an important 
pioneer role in relaying the best in television— 
wherever it originates— to its growing audience 
in America's 10th TV Market— the market of 

• 3 million people 

• in 1,015,655 families 

• owning 917,320 TV sets 

• earning $6 % billion annually 

• buying consumer goods that add up 
to $3 % billion annually in retail sales 



CHANNEL 8 MULTI-CITY MARKET 



WGAL-TV 

LANCASTER, PA,> 
NBC and CBS 



STEINMAN STATION 
Clair McCollough, Pres. 




316,000 WAHS 



Representative The MEEKER Company, Inc. New York • Chicago • Los Angeles • San Francisco 
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Most itgnificniM IV arul riulu) 

ru'ivs of the week with inlerpretation 

in dejith for hiisy retulers 



SPONSOR-SCOPE 



6 JULY 

•PONMR PUBLICATIOMt !■« 



'I'lir liiiif-l'oi'-iiliii iKii'lt'i* Irnul llir kiiitl of iinlii'tTl :i«'rol;i)l<> wrrk 

lii'ii?."* lip il-i .-lulus :is :iii r.>«l:il)li>lir)l l>ii>iiu'.>..H: I'tKi, l)oii;;lil :i lialrli of l»;irl«T >|M»lf 
from r\ . lliii- |)iilliiij; tlir .No. I jnl\ «'i-|i««'i- on llir l»;ii l«'r i-o>lrr. 

|irff<T~ to rryjiti llic dciil a> iiii t'\ |ici iiiifiit. 

I?iil iit ;iii\ riitc. llic Idiy is for \'.\ \^r«'ks; iiml il will in- i-oinfiilrjilcti in tin- Icrriloiv 
wlicic l.f.xloil ( \«lrll < .lu>iiii«-:il) i iiiii|it lili\ cK i- l>;iii^iii^' in\;i\ .il S|)if 'n' S|iaii \oliimf. 

I.r.sloil'.s .spol l\ r\prii«liliii-r.H. im itlciitaih . now arc i imiiiii;^ al iIh- rale of al)oiit 
SI.-") iiiillioii niiiiiKillv. 



\ -^i/falik' t\ aiht'ili-i'i with a «o/\ l)aiicr ticai of another ^ort i- .'^Irrliii-,' Di-ii*:*. 
,AI»oiil l.lO .•.l:ilioii> :iiT li"i«liii<: llin-r aiiiioiiiirciiiriil- a urrk for ihr ri^lil lo 
rrriiii lln* .Mark l^aln'r .srrir.s wiru li Sli'rliii;z ow ii> oiitrifiht. 



liilfi'iKilioiial l.al«'\Vs .'Nhultlt'ii lhi> wrrk l>rii>lit'«l olT rrporl.>« tlial il^ dral for 
(li'iC' r\ "s Itarlrr was liilliii*: siiajrs. 

Madden lold SrONSOM-SCOI'K : " \- in an\ loiijiterin deal our- i-^ for fi\e \ear: — 
there are |irol>lein> that eall for rcadjiisliiu'iil of ihr conlract. Hut we aren't havinif aii\ 
real dilliiull) with C\C." 

Note: riu' (l-Liilrx l>ii\ iii\ol\«*s liiiic harirrctl for KK() product. 

( I'or detailed licalineni of the Mihjeet. -ee ''Slioiiltl \ on l>u\ bartered time. M'ONSOK. 2~^ 
\la>.) 

Now that network railio is liaek on it- feel, the f'oni|)etiti\ e |)umhiii<; i> t;cttin>i niftier. 
Tlui>. ulieii N|{(] Kadio rlainuMl to luive eiglil more eoininereial hours in .Iiiiie tlian 
C.IJS Kadio. eoiniler-pniieliers uanird to know: Mow was it ineasiiredV 

'lhe>e are the >tamlard> wliieh SMOXSOK-SCOIT. obtained from Nl'.C thi> week: 

• \ one-ininiiK- eoininereial (Mpials 7* niiiiiiles of >poiisor«;d time. 

• .\ .'i()-seeoiid eoininereial etpials iniinites of .-.jjon-ored time. 

• A 6-seeond eommereial is e«|nivalenl (o J J,^ ininntes of ^|Jo^^ored time. 

A loiieliy lest of jiid^iineiit is sliapin*;: up on fall network tv seliednles. .Spon- 
sors already lun** sijrned up for 19 situation eoinedies two more than la-l >ea-oii. 
makinir the ehiiekle -how.- numerieall) the prouraiii leader>. 

Thi- week. liowe\er, data from a .Nielsen analysis of eo«ls-per-llion>and-per-<M>m- 
mereial minnte put the situation eomedie.s in a situation nil their own ihe\ are 
wa\ behind the trend in eost eflieieiiey. Here are the figure-: 

I'HOGK \M TM>K M \H( II M'HII. "f. M \i;( 11- M'KII "7 (II\N(,K 



W e-lerii drama (30 minute^ 1 


.^.3..-i!! 


.>2.77 


23 


Situation comed\ (.30 minute- • 


3.3.1 


3.31 


1 


General drama (30 minute- i 


3.7.1 


3.27 


13 


General drama (60 minutes l 


3.37 


3.29 


2 


>uspense drama (30 miimtesl 


1.1') 


3.31! 


17 


General \ariet\ (30 minute- i 


3.') 7 


3. 


-13 


Hui/- \uflience partiei|)al ion 


3.71 


3.113 
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SPONSOR-SCOPE continued 



This Ikis IxHMi nii«»lli«M- nnr of those «-riu'kHii<; wiM'ks for lu'lwork radio. 
CHS" rost«>r «if hiiy«'rs included Grove L:il), GMC Triu ks, Sl«'rlin<; Drug, Pliar- 
iiKi-Criift, Ch<'sel)roii<;h-l*oiid, Seripto, Mi«his iMiiHller and Ifu(Is«Mi Vilaiiiiii. 

NBC fiot altoiit $600,000 woitli of business from Gr«»v«', sold a hefty l)atcli of time to 
(^«»«)(h-i«-h Tir«', and is on the vcrjip of nailing down the J«'ll-0 division of General Foods to 
a $100,000 rontrarl in\ ()l\ injr 100 six-second s|)ols a week. 

1 he volume of thai six-second deal represents the biggest thing of its kind since NHC's 
Joe Cnlligan look oil on his Imagery Transfer ex|)edition. 

NRG TV's (lr«M>oiT of thr«'e nighttime «'oiniii«'r«-ial li«»iirg in Jnne (as against 
May) e«)ul(l liav*' this efTeet : Giving tlie n«>tvvork tlie first a«lverse c«)niparison with 
the same ni«nitli of the pr«'vions year. 

As is. NBC T\' just manaaed to stay on the plus side for IMay. According to FIB. NBC 
T\ 's gross time charges for that month were hut 1.1% over Mav '56, 
ABC TV was up 9.3% and CBS TV 11.3%. 

Tlu> PIB r«>i)ort for May shows tliese grosses: ABC TV. $7,258,807: CBS TV. 
$20,331,141. and NBC TV. $15,878,585. 

For llie first five months of ihe vear the gains over last year stan«l at: ABC TV, 4.1% : 
CBS TV. 11.1^ ; and NBC TV. 5.0%. 



NBG Radi«) this week fociise*! the sah*s |>ressure in l)ehalf of tlie network's 
Niglitline package, in wliicli it liopes to garner at least So million a year. 

Two prospects tow'ard which it's directing efforts: Coca Cola and L & M. 

A sign thai daytime competition from NBC TV is having repercussions at CBS TV: 
GBS has lifled the han asainst cross-plugs to alternate week advertisers in morning 
and afternoon slots. 

NBC TV has permitted this for a long time. 

Forecast from NBC TV: The 10 a.m. to 6 p.m. stretch will he 75% sold hy the 
first of August. 

CBS TV meantime is shoring up its daytime schedule with replacements. 

Ad agencies — esnecially the his. ones — have hecome quite happy ahout radio 
network people calling on their clients. 

In fact, several of them are encouraging more of it with this proviso : Keep the agency 
aware of what's going on. 

One agency executive rationalized to SPONSOR-SCOPE this week: "We think it's to 
our advantage for John Karol. Joe Culligan, and Bob Eastman to talk directly to the client. 
He gets a first hand report on what's happened with radio, and it makes it easier for us to 
move in with our recommendations." 

John Blair has made it plain this week that it won't cooperate with its stations 
in disposing of spots made available to them for sale hy NBC Radio. 

Blair's cool attitude in this particular instance concerns the network's "no waste" plan, 
bv which affiliates can sell and keep the money for unsold participations. The added proviso: 
Such spots are recapturable hv the network. 

The rep's comment to SPONSOR-SCOPE: Blair has made it a policy for some time not 
l«» heeome involved in any co-op or syndicated program sales i)ractices; this kind 
«»f thing can get too involved from every «lirection. 

Both the Nielsen and the ARB reports for June put NBC TV ahead of CBS 
TV from 10: A.IM. to 5:30 A.M. weekdays. Here are the figures as conveyed by NBC 
TV this week : 

SEKMCK N BC TV CBS TV XBC'S .\DVANTAGE 

Nielson 6.3 6.1 3% 

ARB 7.1 5.9 20% 
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SPONSOR-SCOPE rontirwed 



W'licii I'ord iiitrodiMTM its ihlsll^ new I'M-i-l in :i « (iii|)lc nf %\ccl\>. il will he -old 
and ad% crti^i-d tlii'oii;;li the staiidard aiit<)iii(iti% c cliaiincU liiiiitrd-iini- (li;d<-i^ \s\iii 
Jill" >-ll|i|>n^r(l III ilnliciitr tlli"ni-rl\ Ici tllf urwci 'lliri'. 

'\lu< week, tliiiimli. niai'kctin<: iiicii l(M)l^<'d iil tlic xitnatiini iidiii a l(in<:ci- ideal 
lcn;:tli. }>. llic of till' liiiiitcd-dfali 1 iiumlx ri ir:' \rcii*| llic >.n|HT niai kct, llic dis- 

ronnt Ikiiisc. and the air incilia writin*: .-^oiiK'tliin;; on tlic wall tlial*> nnnii.xlakaltly 
l<»n^-ran;ir? Tliis Imw tlic |ilaiiiii-i< ^ci- it: 

• Till- fiiiictinii tif :i dc;ilri is to ^tiui' inor' li.iiitli^r ami srll it. 

• liiit llir mass media llio aii" media, in parliriilar — lia%c |)i-ccin|)lcd nincli <d 

llir scllin*; i inu'tion. 1im\ iii^ tin- tii'jilcr niainK with >-tiir;t;:c. -rniir. ami aciuiiiiliii;.'. 

• \ll (if tlic latter can lie ilmie nun li ^iiii|)lrr in ;;i'o><h lots. 

• Mr;.'", llie day <if llie snper niai'kel. (li.-'eoiinl lionse call it %\li:il jon will — 

•irciws liottri*. 

\(liiiittr(ll\ . Dctiuit wnn't <H) doun the \&1' tniil snuii. '^'ct il li;i^ tnki-ii ^miie fii«.t ^te|)>-: 
Till' air media. %villi llieir \n>i pre-><ell. ar<' lops on litis f all's lists: en-Dp ail\ i i ti-iii;; 
ffor \ariou< reasmis^ is ont : so llie eai* no%v ^aslly onlsliiiies llie dealer in llie |)iil)lie 
e\ e. And llie air media will keep il llial way. 

As llie next >-te|). tills is wlml Madison '\\ e. is friio^in^' ; (>i-adiial eliiiiiiialioii <d' llie 
liniileddiiie dealer iind enier<;enee of tlie fnll-liiie (]|ir%sler. I'ord or (IM onllel. 

The heer Imsiness lias liad ils firsl l>i^ l>re;ik from llie snmnier %>ealln'i- in lliree 
\eai>. and llie added >alcs iiicaiis more money a^ailalde for ad^erl^sin^^ lliis fall. 

Total eoiisiiin|)tion iti June is esliinated 20% l>eller lliaii a ^ear ajio. Tlial will jiu'-li 
\(iliiiiie for tlie fust siv niontlis up malerially and proniolc a jieiiiiitlicli |)rf)iiiotii)iial mood. 



I'or llie firsi lime filler lips e;ni elaini a larj;er sliai-e of llie eijiarelle market 
lliaii llie re<;iilars. 

The ralio as it now siaiiils : Filler lips. \().7>%i resnlars. ."^Q-S^f : kings. 20''. A \ear 
ago the filters had onlv ahoni ^O^r of tlie niarkcl. 

A jiotciitial np>ct llial has llic trade gncssing: Winsloii running ahead of Chesterfield 
fholli resnlar and kins^ hv the end of ihe vear. 



I^Igfiell Myers lias earmarked aboiil S^iOO.OOO for a spot t^ pufT this fall in 
helialf of LX.M fillers. 

The agenr\ handling it: Daiieer-Filzgerald-Saiii pl<*. New York. 

luleresliiiji si<lelights on P<SG's air adverlisiii'; lo hear in mind en route lo Cincin- 

nali : 

• 111 llie heyday of radio. V&Cw fi<riir<'(l thai i*oiij;lily 60 out of 100 people would 
hear one of its shows one or more times aweek. 

• Tv costs arc such that lodav yon ran slice that figure down to ahoiit 20 per 100 
on a dollar-for-dollar basis. 

• lUil it i^n l jii>l higher costs that keep P&C ad hiitlgets |)\ ramiding it's new products, 
too. For about 4-i'"? of sales volunic comes from items born since IQ.iO. 

The liniiid detergents lia>e seeped into the lioiis(diold soap Imsiness lo the 
extent of about 1.")%- of the market. 

The top liquid contenders rcHcctcd in llic intcn-;it\ of cnrrciit and loomin;: ad cam- 
paigns are Le^er's Fii\ and Wisk. Colgate's \'<d. and l*«S:G's Joy and hory. 

The liijuid hrands are e\perted to produce an c\ en greater e\tra% agaiice of persona! 
use than did tin- po%tder detergents: People like lo pour liipiid. ,\nd. even though 
the directions on the bottle state a thimbleful will snrTiec. cnn>umers disli it out as tliongh 
they were hosts at a New Year's Kve party, researchers find. 
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SPONSOR-SCOPE corumued . 



Kiri>«<'r Aliiiiiitiiiiii joins llu- l<iiij: list of W'esli-ni spoiKsors tin's fall >\itli a 
>\<'<'kly Sinnlay (~ :'M)-ii'.li{) p.m.) sho>\in«r of JMaverirk on AHC TV. 

Heiir\ J. liked what he saw in the ])ilot that A15C TV's OIlie Trevz flew out to Hono 
liilu la>t week and r^o a(l\ ised his Aluniinuni division. Ai)])arently he was ini])iessed hy :i <l<'al 
that nii<:lit turn into a juiey <'<»st-per-l ,000. 

r]\ idenee of what t\ alreadv has done for Kaiser: The eompain s Chieag(j ofhee reeently 
reported that sales tra<'<'al»le to tlie nicdiiini Mere worth at least 20 times the share of 
tv l)illiii";s allocated to that oiriee. 



What may Im' a sour note for the lior<le of niusie-variety shows selie<liile<l on 
tin- tv n<'t>vorks this fall is the dearth of name «;nests. 

Quite a nuinher of toj) vocalists are teUrn"! their agents that the\'re not interested in one- 
shot appearances. 

Tom Roekvv<'ll. GAC chairman, remarked this week that his olFice wasn't eager to sell 
an\ more \ ariet\ shows — heeause it can recruit name guests only from among the people it 
rejjresents or ])la\ trade favors with. 

Voealisl-m.c.M shows scIie<lnl<Ml on the tv networks this fall now numher 11. 



Transfilm. one of the pioneer film commercial firms, is hranching into feature 
production. 

One his reason is that competition in the film commercial husiness has hecome 
so stiff that it must look for other sources of revenue. 

Transfilm's competitors who have executed a reverse twist: MCM. Screen Gems. Warner 
Bros.. Disnev. and Universal. 



From the viewpoint of h'nglli, the 15-minute an<l the 90-minute Iv shows were 
the least economical huys this season, savs iNielsen. 

He gives the cost-per-l.OOO-per-eommercial-minute of the various duration categories thus: 

LE.NGTH MARCH-APRIL '.56 MARCH-APRIL '57 CHANCE 



15 Minutes S3.G7 S4.17 +14 

30 Minutes 3.83 3.49 - 9 

60 :\Iinutes 3.36 3.31 — 1 

90 Minutes 5..53 6.09 +10 



ARB's answer to the (juestion of how much extra audience a sponsor gets when 
he huvs into late Friday an<l Saturday film features: 50% over weekday nights. 

Bonuses of as much as lOO^c and 200% on these weekend nights are not uncommon, 
ARB reports. 

(See sponsor's Tv and Radio Basics issue, 27 Jul), for several studies on feature film 
habits and trends.) 

United Artists* failure not so long ago to make a hulk <leal with a national ad- 
vertiser is turning into a honanza. 

r^rice cited to Revlon, American Home Products, and other prospects for two national 
uses was .$3.5 million. 

UA already has netted that sum from the sales of the same 26 post-1952 fea- 
tures to 48 s'ations -and without tapping such markets as \ew York. Chicago. Boston, 
Cle\eland. Detroit, Baltimore. Pittsburgh. 

Estimate<l income from this package over the next 30 months: SI 2 million. 

For other news coverage in this issue, see Newsmaker of the Week, page 5; New 
and Renew, page 50: Spot Buys, page 51: New? and Idea Wrap-Up. page 52: Washington 
^'^'eek, page 61: spo.nsor Hears, page 64; andT\ and Radio Newsmakers, page 70. 
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THE RIGHT APPROACH TO THE CLIENT'S NEEDS! 



whio-tv 

CBS 




ONE OF AMERICA'S GREAT AREA STATIONS 



When you want to improve your golf game, you go out 
to the course, right? WHIO-TV goes one better . . . 
they're bringing the golf course to their \ iewers. Not a 
golf "set" in the studio, but an actual golf hole complete 
with sandtraps, approaches, well-manicured green . . . 
ever) thing but a "built-in tec." This is another WHIO-TV 
first! Two of Dayton's leading professional golfers gi\e 
instruction with demonstration. 

Here we ofTer authenticity to the golfer's lessons and 
to the advertiser's needs. 

Just another of the facilities that make WHIO-TV one 
of the best equipped television studios in the country. 
Best equipped to show your product . . . best equipped 
to sell your product. Even your greenskeeper (everyone 
knows that that's your treasurer) will be pleased with 
the results when you use WHIO-TV. Check with our 
national cadd\. George P. Hollingbery. 



CASE HISTORY -SUPERMARKETS 




"iM&y^cot 100% 
Vlu$ = $ale$ 
Mermaid Boo^fc! 



TWO THADE CIIAKACTKKS fa 

miliar to all Soiitliein Califoi iiiaiis 
iiiairied up in lime 1955, when Mc- 
Daiiiel's Siipci markets' 1 lirify St 01 
and the K15I(. mermaid made big 
news with a 3000 s])()t radio contract. 

THE PAIR RENEWED ilicir vows 
in June 1956. During that first year, 
McDaniel's sales in (>reater Los 
\ngcles skMocketed o\er 100%, to 
the highest ])eak in ilieii 34-yeai liis- 
ton . . . with no change in the prc- 
\ ious tele\ ision - ad\ ertising format 
except the addition ol KBK.! 

DL'RING THE SECOND YEAR ol 

the relationship, ending Jime 1957, 
glosses in the nine McOairiel's stores 
])iled np another 90% increase, again 
with no other change in ad\ertising. 
"KliKi can take a how for a substan- 
tial share of the credit for this per- 
formance" says Albert L. \Volins, Mc- 
Daniel's general manager. 

W RITES JLM^n FRITZ, PRESI- 
DENT Jimmy Fritz & Associates ail- 
\enising agency, Hollywood: "The 
greatest tribute we can pay KI5I(. is 
the enclosed saturation renewal for a 
third year, and the addition ol other 
radio 10 sup])lement your strong 
foundation." 

MARRY YOUR PRODUCT to the 



KIUCi iriermaid 
sales progeny! 



then count the 




JOHN POOLE BROADCASTING CO. 

6540 ftunset Blvd.. Los Angeles 28. California 
T»l»phon9: Hollywood 3-3205 

Nat. Rep. WEED and Company 



II 




Timebuyers 
at work 




Jay Schoenfeld, McCaim-Erick^on, .\e\\ York, says: "Stations 
are continuall) sending material to buyers that's often helpful in 
making a more edicieiit 'buy'. But a good deal of other promotional 
material only adds to the already voluminous paper work that the 
buyer must sift through each day. Producti\e time is wasted sorting 

brochures and pamphlets, and 

reading details about stations and 
markets that are often too general 
or tend to distort or ignore im- 
portant items. Helpful data would 
include notice of change in pro- 
gram formats or changes and im- 
proxements in a station s facilities. 
'Dope sheets describing \arious 
local personalities help the buyer 
familiarize himself with local 
shows. Information regarding spe- 
cific markets such as times of 
staggered work schedules or a change in local buying habits is 
extremely useful. Also, data regarding listening habits in specific 
markets so we can pinpoint the commercials at peak times. Give us 
all this necessary information and minimize all the puff — and you 
can be sure we ll read your material thoroughly. Needless to say, 
we would appreciate that the buyer mailing lists be kept up-to-date." 

Joyce Peters, Emil Mogul Co.. Inc.. New York, timebuyer for Con- 
cilana Cough ^sips, Ronzoni Macaroni and National Shoes, says: 
■'When buying for a specific product we should take into consider- 
ation the qualitative aspect of the spot, in addition to the quantita- 
tive. It s not completely satisfactory to know just the programs 

rating and coit-per-1,000. We 
should be familiar with other 
vitally important features of the 
program — the format, the type of 
audience delivered and the pro- 
gram's personalities. The qualita- 
tive information we're seeking is 
available from many varied and 
widespread sources. Consequently, 
it's often difficult to compile and 
time-consuming. A partial answer 
to this problem can be found in 
the program information sheets 
which many station reps suppiv when submitting availabilities for 
radio and tv local programing. Many times these sheets not only 
elaborate on the type of format but list data on personalities and 
facilities available for live commercials. This type of background 
is nece-'sarv to determine the best in a market. Having these concise 
reports is most helpful and often enables you to meet your deadline. * 
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lliere s more lliaii one 



in 



daytime 




on 




KCMC-TV 

Look at the aniaziiii: increa>e in daytinic \ iewin|z. 
a>- measured in three c()ii>e(*iiti\e Area relepulse 
>urvevs . . . 



*('(>l^;itc-l*.iliii(ili\c [irc«tMil« lie \V\<i 
l*a>olT" oil K(;M(^T^ an.l CHS r<-l,-%i- 
-ioii Moiidav tliiMtii'rli l''ri(l:i\. 1-I:.'i0 
I'.M. CST. 



AVERAGE Vi HR. SETS-IN-USE - SIGN-ON 6 P.M. 


SEPT. 1955 


FEB. 1956 


FEB. 1957 


15.7% 


21.2% 


33.5% 


26 COUNTIES 


26 COUNTIES 


29 COUNTIES 



...and. in the >anie 1957 >iir\e}. KCMC-TN re<:i>ter> l\^^c 
total >veekly share of aiidieiiee tliroii^liout it> 1 ()()-niiero\ olt area I 

POWER PROGRAIVIIVIING PROMOTION 

KCMC-TV e 




WALTER M. WINDSOR 

(jriii'ntl Mtnidiirr 



CHANNEL 6 / 100,000 WATTS 
TEXARKANA, TEXAS-ARKANSAS 

Represented hy Vennrd. Rintoul S: MrConnrll 



RICHARD M. PETERS 

( onimrrridl ^lann^iT 
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The WKY Television System, Inc. 

WKY and WKY-TV Oklahoma City 
WTVT Tampa -St. Petersburg 



ESENTEC 



IE KATZ AGENCY 



ICi 



SrONSOR 



HIGH VALUE 
MARKET 




OFFERING 
OUTSTANDING VALUES 
IN 





The Columbus, Ca. 
metropolitan area ranks 11th in 
the nation in Per Family Income, 
97th in Population, 98th in E.B.I. 



In our 53-county coverage 
area of 159,846 TV homes 
WRBL-TV ranked first in 92% 
of all Class AA 14 Hours, 
first in 87.3% of all Class 
A % quarter hours, and 68.8 
in all Class B |4 hours. — 
(March Telepulse) 

RADIO PEK^ATm 



WRBL radio leads in 
homes delivered by 55% 
— day or night monthly,: 
WRBL— over 54,420, Sta- 
tion B— 34,940. Best buy 
day or night, weekly or 
daily is WRBL (NCS No. 
21 



Community confidence and sales results are proven 
by a continuously growing family of local advertisers. 
Your Hollingbery man has proof of lo:al preference 
for WRBL. 

WRBL 

AM-FM-TV 



CALL HOLLINGBERY CO. 



COLUMBUS, GEORGIA 




by Bob Foreman 



Agency ad libs 




The space men have landed 

In the beginning — when wrestling was con- 
sidered the ultimate in entertainment and adver- 
tising agencies were just starting to think ahout 
forming television departments — tv copy was 
relegated to radio-copywriters one time, print 
writers another. 

As the medium grew and assignments became 
frequent, a separate stafT was needed and thus 
began the controversy about ^vhich, print or radio writers, made 
the best tv-copywriters. 

Now the returns are in and it was a close race . . . with the space 
men winning the eight year battle, a victory which, I might say. 
resulted as much from their longer service, hence greater importance, 
in the agency as it did from their depth of advertising knowledge. 

He's a master at presentation 

Today many agencies have returned to a de-segregated copy setup. 
In others, though separate staffs are maintained due to the volume 
of ^vork, the older, wiser, and higher priced print-heads supervise 
all phases of copy on the accounts to which ^ they afp assigned, 
television included. 

Which is as it should be. 

It makes no more sense to eliminate tv responsibilities from 
those of the top copy people than it would to separate three-sheet 
poster work from 24-sheet. 

Tlie schism between tv^ and print was natural at the outset. It 
might even have been essential . . . until the more firmly entrenched 
(meaning less hungry) print chieftains were convinced that television 
was here to stay and that by ignoring it, they ^vould jeopardize not 
only their future in the agency but their very presence as well. 

The union of these media copy-wise is for better rather than for 
worse. Here are a few for instances derived from what I've seen 
by sitting in on copy reviews in all media. 

The print writer has a bundle of tricks up his sleeve. For example, 
he is a master at presenting ads! Don't think that this isn't im- 
portant! More good copy goes down the drain because it is poorly 
presented than because it is shabbily conceived. 

He starts out clearly, our print man, saying: "Now let's look 
at the problem." Then he proceeds to outline same, throwing back 
at account man and/or ad manager their own phrases. Gradually 
he works up to a stack of layouts. 

But not the big one right off the bat. Never! First, he sets up 
a straw man or two. ''\^^e might have done it this way," he smiles. 
"Pretty darn good, too. But not good enough." Then he outlines 
where lavout A falls short. 
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WCAU 

PHILADELPHIA 



means 



loyalty 



Philadelphians are never without WCAU Radio. In a 47-county, 
5-state area, they Hsten to WCAU at home— on nearly 
2 million car radios — and when they're away from home. 

The fact is, 90 '~r of all Philadelphians who go vacationing 
stay within WCAU's vast coverage area. This day-to-day impact 
delivered by WCAU makes every season a selling season 
for products and services. 

You can count, then, on a larger, more loyal jirospect 
list when vou sell on WCAU. 



WCAU 



RADIO 



PliUadiipliia 



The Philadelphia niillethi Station, 
presented nationally by CBS Radio Spot Salex. 
P>y far Philadelphia' a moat popular station. A.«k Pulae. 



As^k Philadelphians. 
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KNX has more 
listeners in 
Los Angeles 
than anybody! 



More people listen to 
KNX . . . daytime 
or nighttime . . . 
weekday or weekend . . . 
than to any other 
Los Angeles station* 
That's just one reason 
why 50,000 watt KNX 
is Southern California's 
#1 radio station. 




Tulsc of Los Ansclcs- March -April, 1957 



Agency ad libs continued 



B\ the time he is ready to turn up the great campaign, everyone's 
on tlie edge of his chair. 

Drama of presentation isn't the only gimmick in our print-writer's 
little hlack hag. Take a look at those comprehensives he shows. 
The layouts ahva\s look belter than the final ad. Copy hlocks are 
ruled-in lines. n(jt set in type to distract from headhne and pix. The 
logo stands out hke a catcher's thumh hecause of the white margin 
and the nice hristolhoard mat! xSo other ads are in sight to distract! 

Next he discusses wa\s of merchandising the series. He anticipates 
good Starch readership ratings and he ex])lains why. He tells how 
the buried offer at the close of the copy was planned and keyed. He 
relates a dozen experiences of similar campaigns and explains, from 
these, why the sub-heads were done the way they were, and how the 
logotype bridges the fold and the virtue of the second color. 

Contrast our poor tv copy man with his poorly drawn story 
boards, so difiicult to present, with so little precedent to fall back 
upon while explaining the whys of them. 

They'll bring finesse 

So I say — welcome to the print writers. We should invite them 
in warmly. We need them badly, not only as medicine men but as 
jdiysicians. They'll help with the presentation. They'll make account 
men and ad-managers feel more comfortable. 

In place of dialogue that sounds as if it were written in Junior 
High School, testimonials that are as phoney as the spiel of a 
midway barker, basic thinking that's as unsound as the Chinese 
dollar, they'll give us something better. And there's one other 
quality they'll add which is missing in much of today's television 
copy. Call it finesse. 

Who said television commercials must be heavy handed? Obvious? 
Overbearing? Blatant? Finesse in the writing, in the casting, in the 
producing will come I more often) when the folks preparing the 
copy recognize it themselves and know how to apply it. There are 
a lot of space men who've been dealing in this commodity for 
decades. ^ 



fl llllllllllllllllll MiW illll |||||||-,'„m«»i»«»»- 

''An adman ad-libs on tv" 

A 192 |)age book of selected Foreman column? from 
SPONSOR, released by Hastings House, Publishers. Inc., is 
now in your bookstore. Bob s pungent conniientaries on the 
broadcast industry and his keen analysis of its problems 
are illustrated by Al Normandia. The book's eight chapters 
deal with: The agency and its denizens: Nuts, bolts, com- 
mercials; The audience, confound 'em: Sponsors, the care 
and feeding of: The fine art of video; Research — if you can 
call it that: The one without pictures — radio: Color or 
hue. w hew 1 

It adds up to an encyclopedia of entertainment and in- 
formation. 192 pages, illustrated, retails for S4.50. 



.1 iiii'^ 
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you MIGHT SHOOT AX AMUIOIV 774 rAMUPS^ — 

nUT . . . YOU NEED WKZO RADIO 

TO HIT THE TARGET 
IN KALAMAZOO-BATTLE CREEK 
AND GREATER WESTERN MICHIGAN I 



NIELSEN NCS NO. 2 
NOVEMBER, 1956 



Station 


Radio 
Homes 
In Area 


Monthly 
Homes 
Reached 


DAYTIME 
WeeUy Daily 
NCS NCS 
CIrc. Circ. 


WKZO 
B 


208,450 
106,570 


107,490 
43.420 


95,520 

38,670 


67,470 

25,630 



TV ~, 




WKZO-TV_ GRAND RAPIDS-KALAMaZOO 

WKZO Radio — KALAMAZoo-BAniE creek 

WJEF RADIO — GRAND RAPIDS 
WJEF Fm — GRAND RaPIDS-KALAMaZOO 
KOLN-TV — LINCOLN, NEBRASKA 
Aiiocidted with 

wmbd Radio — PEORIA. Illinois 



One station dominates Western Michigan — WKZO, CBS radio 
for Kalamazoo-Battle Creek and Greater Western Michigan. 
Morning, noon, or night. Pulse ratings show that WKZO nearly 
doubles the share of audience of the nearest competing station. 

And check the latest Nielsen figures at the left! In all Nielsen 
categories, WKZO delivers from 143*^ to 178*^ more homes than 
the second station! 

Avery-Knodel can give you all the facts. 




CBS RADIO FOR KALAMAZOO-BATTLE CREEK 
AND GREATER WESTERN MICHIGAN 

Avery- Ivnod el. Inc., E.xclusive National Representatives 

( harles Pierson sft this rrroni in l'>S5. 
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IS'eivs and vieics for women in 
advertising and wives of admen 




Gas with 



more power's for me!" 



Commercials on W'G\-TV have 
a way of getting results — beeause 
WGX-TV programming keeps 
folks wiJe-awake. interested — 
and H atching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 

Put "GEE!" in your Chicago sales 



with 



WGN-TV 



Channels 
Chicago 



Women's week 



Family on the move? In a field faniou* for niol>ility (in both job 
and geography) a good agencyman's wife needs: (1) forebearance: 
l2l an instinct for real estate; (3) social flexibility and (4) g\psy 
bh)od. 

"Bejond the natural tendency to cling to the community you 
consider home, the agencynian and family on the move have an 
eas\ road.'' an agency v.p. told SPO.NSOR. "There's an unusual homo- 
geneity in ad center suburbs. A farmer moving from Oklahoma to 
California may run into adjustment difficulties. But the adman 
tends to find his own level (and language) wherever he may land. 

Nevertheless, if your husband gets a tempting job offer which 
includes relocation, scout out U. S. Chamber of Commerce cost of 
living statistics before you count the pay increase. Language may 
be the same in the suburbs, but rents can be \ ery different. 

On entertaining elients: Wives of agencymen might learn a lesson 
from Shirley Esty's husband. Shirley is Lennen & Newell a/e on 
Chicopee Mills, a job that requires the usual amount of social inter- 
course as well as talent normally demanded of account people. 

"My husband is about as far removed from advertising as a man 
can be."' she told SPONSOR. '"But we've made the adjustment. We've 
both found that our business friends don't really like talking shop 
during social hours, so we entertain them as friends rather than 
colleagues." 

Shirley has distilled two major suggestions from her experience 
as a top-agency career woman: (1) Never force shop talk at social 
occasions. (2) Don't plague your husband with \our business or 
household problems. 

Women can be tops in media: Mrs. Edna Cathcart who's been 
with J. M. Mathes for 20 years, feels that media holds a bright 
future for gals who want an agency career. A buyer for the past 
14 years in the agency. ]\Irs. Cathcart is now media director of 
radio-tv. 

'T rose from secretary in the department, ' she told SPONSOR. 
"And 1 still think that's a good way to learn this business. Of 
course, a girl who's sure she will want to go into media might do 
well to take a few business courses, not necessarily specifically 
media or advertising, but some economics and statistics do help. 
If she isn't sure, her best bet is to become secretary in an agency 
and try several departments." 

Several factors make her chose media as a good career for women: 
(1) There's less prejudice against them in this area. (2) Media 
departments tend to have big turnover because lady media buyers 
marr\ and men change jobs relatively frequently. 

As an added incentive, Mrs. Cathcart mentioned the careers of two 
former lad\ buvers who've risen high in agency ranks: Gert Scanlan 
at BBDO. New York, who is an account executive, and Helen 
Thomas, v.p. of Street &• Finney, New York, who still supervises 
the buying. 
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STATION! 

That's why KANV is 
THE station to use to 
reach this richer-than- 
average Negro market. 

Write, call or wire the KANV 
Representative in your areq, — NOW! 



KANV 

1050 kc - 250 Watts - DAYTIME 

SHREVEPORT, LOUISIANA 





in Rochester, N. Y. 
is Channel 10 with 
15 of the Top 16 Favorite 
TV Programs! 



in ever y category ! 

Comedy, Mystery, Drama, Juvenile 
Western, Quiz, Variety, Serial, Network News, 
Local News & Weather and Sportsl 



in the Morning Six days out of Seven ! 

SHARE OF AUDIENCE 60% 

in the Afternoon Five days out of Seven ! 

SHARE OF AUDIENCE 53% 

in the Evening Seven da y s out of Seven ! 

SHARE OF AUDIENCE 58% 

and . . . out of 459 competitive weekly quarter-hours in Rochester, 
Channel 10 rates FIRST 277 times plus 6 first-place ties! 




NATIONAL REPRESENTATIVES: 
THE BOLLING CO. WVET-TV 
EVERETT-McKINNEY WHEC-TV 



•LATEST ROCHESTER TELEPULSE SURVEY MARCH 1957 

ROCHESTER. NEW YORK 
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IN WASHINCTON 




The MIDDLE of Washington State, a 
growing economy based on diversified 
agriculture* and metal industries. t 

* The Apple Capital of the World, plus 
1,000,000 new acres of irrigated 
farm lands. 

t Alcoa, Keokuk Electro, and other metal 
industries have selected Wenatchee 
plant sites due to low-cost hydropower 
from the Columbia River dam system. 
More are coming! 

5000 



560 K 



KPQ's 5000 W, 560 KC combination gets 
way out there, covering Central Washing- 
ton, parts of Oregon, Idaho, and Canada. 
We know because of our regular mail 
from those areas. Then too, we have no 
TV station here, we're separated from 
Seattle by the high Cascade mountains, 
and we're many miles from Spokane. 
YOU CAN'T COVER WASHINGTON 
WITHOUT GETTING IN THE MIDDLE, AND 
THAT'S KPQ Wenatchee, Wash. 




The AA STATIOH 



That's AUDIENCE APPEAL: 
We program to our audi- 
ence, with SELECTED top 
network programs plus lo- 
cal color . . . music, news, 
farm shows, sports — the 
things people call about, 
write in for, and partici- 
pate in. 

•ATTS 
YCl PS 



GUARANTEE 

TO OUTPULL all other 
North Central 
Washington media 
TWO to ONE 



National Reps: Portland and Seattle Reps: 

FORJOE AND CO., INC. ART MOORE & ASSOCIATES 

One of the Big 6 Forjoe Represented Stations of Washington State 




49th and 



^ Mladisoi 



Adman's "loM" in society 

I raniiol resist takin": issue whh )our 
"Thi- We Fight For" in the 22 June 
1957 is^ue: ■'iVdinen have learned how 
to ^ell e\ er\ thing hut their roll in so- 
ciet) . . . . ' 

Vou mention the i-lale of anti-adver- 
tising novels and mo\ips as pro\ing 
your point, but let's look at the rest of 
the record. 

For instance, tlon'l \ ou think admen 
ha\e learned to roll with the punches 
(of cut hudgets. impossible deadlines, 
clients wi\ es fetishes, etc. I ? 

Ilaven l they time and again success- 
fulh ro//-ed to a 4 or a 5. when the rest 
of the \\orld was making the easy 8V 
and 9's? 

Don't they regularly "Roll it down 
the ihruway to see what exit it take^-?' 

What about the successes of Roll- 
lectric. and roolsie-/io//5, and Rolls- 
Royce (even if their connection with 
advertising is pretty much limited to 
the faceless Imperial chauffeur and the 
sha\eless Schweppesnian) ? (And let 
it not be said that admen are in the 
habit of roll-'xng clients, except, fre- 
quently, in the added dough that good 
campaigns produce.) 

Seriously, the subject is not one to 
make anv adman roll in the aisles 
about. I'm sure the industry appreci- 
ates \ our efforts to add desen ed dig- 
nity and recognition to the role of ad- 
\ertising men and women. 
Max Gibbons. 
account supervisor. 
Kelcluim. MacLeod & Grove. Inc.. 
\ eic York 

<• ReaHiT (iibI--on»* rale in «>|>olliti£; a l>Iio in 
llie »»arly part of ihe 22 Juur i--ue pri-.;* run i* 
?I>pre»'ial<*tl. 

Insecure triumph 

In the Mav 2.5 issue of sponsor we 
read with extreme interest your edi- 
torial tilled "spot radio's insecure 
triumph." Although what } ou say ma) 
well applv generally, it most definiteh 
does not apph to \\ G\-Radio. Let's 
look at the record : 

1. Although the "prime time" pe- 
riods (7-10 a.m. and 4-7 p.m."! are the 
best commercially. WGX-radio within 
the past \ ear has increased the amount 
of spot business in the 10 to 4 p.m. pe- 
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rind l)\ 2!!'. ; iiinl in tin- 7-1 I p.m. \)v- 
rioil lilt' iiifUM-r 1 fcii ■>)', . 

2. W (iN-l!;l(lio (Inf^ Ilut ■■|.nlcii " till- 
|)riiiit' |)t'rii)iU willi i-imiiiii-i ( W c 

(In llitl IKM IIlit i>\ cl-cnii^c^tiHii .mil Wf 

arc not ricatiii^ .MKiTti-i-i (li^rniitciit. 

W (IN allows niil\ tliii'i- niic-mimilc 
..mioiiiicciiiciil^ pel (|ii;irlci Imiir willi 
:i M.itiiiii break on tlic li:ilf liniu, wliit li 
|c-> tli.iri \ MM i:'- M.iiid.ir.U nf 
])rartict' fi>r radio ^ix't'ific-. We do iinl 
I'crmil aii\ douMc or triple ^|)i)lliii;:. 

We will iiol afee|)l l>ii>iiie~^ for aii\ 
|)eriod>. iiieliidiiii; "|irime timi-. >\lier. 
it Ciiii not I'c aiconunodated witlioiit 
crowdinj;, and ailxerti^ers lia\e thanked 
ii< for doinf; m>. 

In fart, wr lia\e a waiting.' li-^t of 
i lientr^ fi>r onr "prime time" period^. 

'^. Diirinji the fir^t fne months of 
this \eiir W (rN-Hadio l)illin;;s are rmi- 
nini; I'.V i oxer tlii^ ^anie period in 
19.V). 

I. W (".N-Kadio l)illin<.'S from our 
reori;ani/ed. expanded "Sew ^ ork olliee 
lune inerea>ed .'^7', for the first fne 
months in V)"i eom|)ared with . . . 

We hope that radio -tation^ imhdj:- 
ing in the practices outlined in \our 
article will recognize and re(tif\ tin- 
harm the\ are ditinj: to the entire radio 
industry. 

Jim llanlon. 

I'lihlic rcliitions mdnniicr. 
H C \. C hi ((ISO 

Product publ-city 

I would like to know what \ariou^ 
"puhlicitx" agencies accom|)li>h or 
hope to accomplish h\ ^ending out 
product press releases to radio editors. 
Some go s(i fiir as to include |>ostal 
cards asking the radio editors to tell 
them when the\ ran the pnhlicit\ on 
the ^tation. 

We lune seeu these relea>e> come 
througii on a uund er of product- that 
ne\er lune ad\erti-ed with n- or pos- 
.-ihl\ anv other radio -tation. I don t 
|ielie\e too nuin\ -tation- are -o dund) 
as to u-e thi- n>aterial hut I would 
like to know. 

I can see how a so-calletl |)ul>licit\ 
agenc\ . . . coidd go to hi- i lient and 
sax that I got so uuun fn-e niention* 
on the air and it didn't co-t \ on an\- 
thing except m\ agencx fee. 

I think that we are willing to n-e 
reliahle news iten:s from client- on onr 
station hut we certaiuK aren't going to 
run free |>uhlicit\ about products tluit 
never ad\ ertise. 

James K. Curtis, presidrnt 
KFRO Radio. Lonsi it'll . Texas 



^^PROBABLY THE HIGHEST RATED 
WOMEN'S SHOW IN RADIO!" 





12:05 NOON... MONDAY THRU FRIDAY 

. . . That's what time buyers from 
coast-to coast tell us! 

. . . No wonder — PAT GAY consistently has a 
PULSE rating of 6 or better. 

. . . More importantly— she SELLS merchandise 
and pulls mail like crazy! 

LIVE • SPONTANEOUS • EXCITING 

With the magic ingredient of listener-participation 
to keep it fresh and interesting. Literally thousands 
of housewives on the show in person throughout 
the year! 



PUT PAT GAY TO WORK FOR YOU 



Phone your KATZ man or 
call Lee Fondren in Denver 



KLX 



560 



CBS for the Rocky Mountain Area 
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WQAM . . 


37.9%* 


Station 


"A" 


. . 10.1% 


Station 


"B"' . 


. . !).8% 


Station 


"C" . 


. . 7.3'/c 


Station 


'T)" 


. . 6.8% 


Station 


'•E" 


. . 6.3^7 


Station 


" F ' • . 


. . 5.0% 


Station 


"(;'• 


. . 5.4% 


Station 


"H" 


. . 4.8% 


Station 


"I" 


. . 2.7% 


Station 


••J" 


. . 1.6% 


Others 




. . 1.3% 


"Hooper 


-May-June 1957, 


7 a.m (> i).m., Moii. 


Sat. 



The rnnaway races on! AVQA^M's previous ad talked of an audience 
more than 2V2 times that of the runner-up .station. Xow V\QA~M with 
:')7.9% — enjoys 3-3/4 times the second station's audience. That's 
what the newest Hooper says, continuing a dramatic, fantastic change 
in Southern Florida radio listening — and time-buying — since the start 
of Storz Station programming at WQA^I, less than a year ago. 

The latest Pul.se and Trendex have "WQAM in first place. So it's unani- 
mous. So don't let 1950 data throw sand in your eyes. Send for a Blair 
man. or talk to "\VQA]\I General ^Manager Jack Sandler. 

WQAM 

Serving all of Southern Florida with 5.000 watts on 
560 At. . . . and radio if 1 in MIAMI 




rATiorsis 

TODAY'S RADIO FOR TODAY'S SELLING 



WDGY Minneapolis St Paul 
WHB Kansas City 
\NQ.AW\ Miami 

REPRESENTED BY JOHN BUAIR ic CO. 



TODD STORZ, PRESIDENT 



WTIX New Orleans 

REPRESENTED BY ADAM YOUNG INC. 



2f. 
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TV COMMERCIALS 



MUST DOMINATE AD 



MANAGER'S TIME 



So says Hclenc Curtis iiiaiiagemciil. Company's 
ad iiiaiiagcr now delegales inosl duties to assistant, 
focusses on tv conini(}reials. 01)jectives : protect 
S7 nu'llion tv investment, «^et maximum efficiency 

by Jane Pinkerton 

CllK SCO 

I lie commercial i> tlie |)£noiT in tele\i?ioii. Uedured to its >iinj)le>t 
term.-, tlii- is tlie tliinkinji heliind a dramatic change now taking jjlace 
in tlie advertising nianiiL'enient strate"\ of Ilelene Curtis Indii-^lries. 
From liere on in. Curtis" ad manager uill .-pend mo-t of liis time making 
tlie pa\ofT in televi>ion commercial- bigger and better ><'eking to 
reduce tlie margin of error to "almo-t nothing. 

J;ick K. Upson, advertising manager of Curtis for the past fi\e \ears. 
has moved out from under the weight of administration and paper work 
to concentrate on tlie planning and de\elopnient of the film and li\e 
commercials prepared h\ three adverti-ing agencies. He'll al-o -pend 
more time coordinating the work of these agencies. Tlie\ are Karle 
Ludgiii and Co.. Gordon l?e-t Co. and Edward H. Weiss and Co.. all 
headquartering in Chicago where the Curtis plant is located. 

This move i- a new approach to an old realization that aiiv ad\ertiser 
-|)eiiding a lot of moiic) in tele\ i-ion needs to protect his inve-tmeiit at 
e\er\ turn. Curti.- currentlv -pends about TO*^. of its $10 million an- 
nual ad budget on tv. Curti- management has pluninieted Lipson into 
the maelstrom of t\ to protect this .^7 million invt^tnieiit and the 
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Curtis theory: only the minutes of commercial 
time are of real importance. Company feels tv 
selling is so vital it demands top-level attention 



inillioiis more to ccjiiic. (Sec .sPOiNSOK 
15 OctoIxT 1936. "lldciie Curtis' race 
with t\.") 

In liis new role. Lijjson is l)('eoniin<; 
much more than a tv sj)ecialist. llc !- 
heeti that for some time. Xow he's 
stej)|)ing far beyond the usual line of 
tiemarcation between client and agencv 
— and structures are changing to ac- 
commodate his new functions. 

fh' ll s])fn(l less time on print cop\ . 
more on sound tracks. He'll give few- 
er aj)jJointments to media salesmen, 
more to film studio j)rodncers. He ll 
s])end less time conijjaring background 
notes with his three agencies, more 
time coordinating creative tv action 
with them. He 11 cut down on admin- 
istrati\e detail, intensify supervision of 
t\' commercials in various live and fdm 
-tudios. 

W hv has the switch taken place? 
The decision to make Lipson a tv 
creati\e s]iecialist \\as made In two 



executives in the Curtis higher eche- 
lon: W'illard Gidwit/. j)resid('nt, and 
George Factor, vice jjresident. 

Their combined thinking ran along 
these line-: W C don't think in terms of 
hour or half-hour slu)ws, ou\\ of the 
conniiercial time allowed in those net- 
work shows. W'e v\ant to get the UKJst 
eflectiveness from our time. To insure 
the best and most reception to our 
connnercials we need to make them as 
caj)tivating and sell-j)acked as the> can 
possibly be. This applies to all com- 
mercials, film or live, network or sjjot. 

They decided this could best he d(jne 
by having Lijjsoii work more directlv 
with the agencies in the creation and 
de\elopment of content for those three 
minutes in ever\ half hour which really 
count — the connnercial time alhjw ance. 
This decisif)n meant re-shuffling of 
duties at Curtis' and a revamped re- 
lationship with the ad agencies. 

Willard Gidwitz and George Factor, 
themselves, have gone be\ ond the 



usual line of dutv for t()j)-level client 
executives in dij^jMiig directly into tele- 
vision. Thev conduct all program, 
time and talent negotiations rather 
than merelv rubber-stamjj reconnnen- 
dations from anv of their agencies. 

The) think they can make a better 
deal this wa\, and a faster one. Agencv 
and network negotiators are able to get 
an ()n-the-sj)(jt answer as well as imme- 
diate interpretation of companv pol- 
icv. President Gidwit/ and Factor 
have the authority to juggle products 
and policy, something \\liich no agencv 
is empcjwered to do. 

1 he idea of a liigh-jjriced. nmltiple- 
interest advertising manager concen- 
trating on the newer tv medium is 
new — and radical. it's even more 
precedent shattering that his move is 
into conmiercial tv production. Ad 
managers traditionally are inundated 
\\ith the detail and administration of 
the advertising jjrocess. They're nec- 
essarily involved in marketing, distri- 
bution, merchandising, media selection 
and usage, copy and art, j)ersonnel and 
— perhaps most of all — budgets. 

Lipson will still have over-all charge 
of all these elements in the advertising 
function. The difference: he'll delegate 
as man\ jobs as possible to associate- 



Casting is a vital part of commercial production. Jack Lipson, Ludgin agency, check models for personality which projects and for 
Curtis ad mgr., (far r.) and Hooper \^hite, tv producer at Earle hair texture and color. Client wants contrast: sweetness, sultriness 
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anil In liis new a-~i-l;tnl crlivin;: 
rnanii};<'i, frcrinj; lime wliicli lie and 
riiana^cnicnl think will lead to irn- 
|)r()\('(l cdnitncicials. 

'riic\ lliink llic corntMcrciaU llic\\c 

ri'.cd Iwuc liccn <; I, an<l llu'_\ lia\<' 

no (jnarrcl with Ircalrncnt nr i-imlrnl 
oi salc^- rc>nll>. Hiil l)ccait-c of llic 
co-l imoKfd and llic tu'cc-- il\ of j;cl- 
liiifi llic In'>l |)o~-iIi|c ^alcs re-nil-^, 
tlu'\"rc liillin}; c\cn Itaidcr on (|n;dit\ 
(•(inlri)l. 

"Tlic ronlU of l\ acK crli-iii;^ aic -o 
iinporlanl, llic rclnrn>' fioni llic cITcc- 
li\cnc-s of l\ a(I\('rl isinj; arc -^o Iiip 
and iiii|)rc>>i\ c llial il is iiii|icrali\(> llic 
l\ coinincrcial witicli i- llic Iriji'icr 
for -jlc> |)c llic nio>l ciliciciil one |)o-- 
-ihlc." >o >a\s I^i|»on. addin*; "If \oii 
don t lia\c an ciTccli\c coninicrcial ^on 
arc pouring a\\a\ llic polcnlial of 
rcaclirnf; and xdliitj; llic andicnc-c. If 
a coinnici cial i^n I rijilil. \ou arcii'l 
>cllin<;. llic more clTccli\c ^ oit can 
niake il. llic more people \ on will sell." 

Some ('oiiiincrciaU. lie '•a\-. can give 
\oii a ininii-. Ollier> liil oiiK 20' < 
of llieir polcniial elTcel i\ cue-- . "We 
aim for 100' ^ eiTccli\ ciio*. 'l lic rnin- 
mcrcial lia^ l(» sell inerrlinndisc. W lien 
we pa\ S'^O.OOO-plns weekU for Oh 
Susanna show or SlOO.(M)0-pln- for 



Show direction <"i lonliiple j>r<Mliu'i coDm)! 
l.ip^nii on t{ asliinploii Srjiiarr »iTioi. \l ihe 




Top managcmcnf is involved 'lir<-i iK in lul' tn. -Imih, iikh- nc^c ii.tiiun. Hi;: ilirci- 
(I. Ill r. • : (.iTuliI (IiiIhi'i/, lnl. cliio., wiili Itiu I!i)lj:rr: (.l•llr^'<• luMiir, \\ illard 

(riilwil/. |iri-». ^'-asnii'v »li(i\\s: II hiil'\ \l\ hinvf, U <i\liiitf!lini Siiiinir. OU Sii\iinniilt ! 



each of -i\ // (is/nniilon St/iidrc show-- 
\.c sponsored lasi ^ca^on. we lioii'.dil 
one lliinj; onl\ : (•oniiiicicial lime.' 

lie and (airli- mana^emenl iliink 
llii- mo\c from a hox ^ral lo llie l)ae\- 
>lai:e area of lelexisioii is one which 
will lie laken 1)\ main aiiolher ad\er- 
li-er spendiiiu ihe Imlk of lii> Imd^'cl 
ill l\. I here aio cpiilc a few of ihein. 

In ihe 22 Jrine i>-^iie si'ONsou re- 
porlcd ihal IS of llie lop 100 nalional 
ad\erli-f'rs are >pen(liiip 50' J or more 



Trial-, liorli live and film. wa« «u|mt\ i-fil liy 
final -hnw : Lip-on, Holgcr, and their giiois 
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of llieir lolal ad hiid-id- in lc|e\ i-ioii. 
(■•impared willi llie si\ who ^peiid ihi- 
pcrccnlajic in newspaper and llie nine 
imesliir'; il in ma^a/ine-. (!erlaiiil\ 
llierc is a Irend loward ad\ eri i-er- 
-peiidiiip time lo learn more ahoiil l\ 
and what il can do. The ri-k> are hij! 
ill such an expensive niediuin. and a 
basic mistake can cost a < ompam lit- 
erall) millions of dollars. Ciirli- knows 
this, and tliinks its iiio\es in the direc- 
tion of firmrr commert iais enntrol lia- 
two major pluse-: impro\ emerit (jf the 
commerrial product and the -axing of 
lime and mone\'. 

In the j)a-t \ ear, the llirec ad agen- 
cies lune used some l") difTcrcnt com- 
merc ial production firms lo prodiic e 2<'I 
commercials. Some films are ii-ed ord\ 
twice on a network t\ show: otlier- 
ma\ run 20 times in a spot campaign. 
The range iti eo>ls i-- from -STOO. for 
a test market film shot in onh two 
da\s. lo .'~^]6,000 for a coinhinalion 
animation and li\e-action -e(prence. 
Ihe average film. sa\s Lip-on. co>l- 
ahout .SlO.OOO — an in\c-tment \\lii(dr 
led to one of his fir-t nio\e- a- a t\ 
creative spcciali-t. 

He thinks commercial production 
can he heller integrated b\ ( 1 ) uin- 
miwing the 15 -tndio- down to perhap- 
fi\e and letting tlicin (h> the hulk of 
llic \ ear's Curtis work or l2t -cttiiiL' 
lip an in(le|)endent jiroflnd ion unit 
comprised of the he-l free-lance peo- 
ple. IJoth idea- arc being le-li-il in the 
field now. 

If "we con-olidate onr jirodij( 1 ion 
work within a few -tirdio-. 1 think wed 
•:et c(in-i-tcntl\ elTccti^c ci mnr.crcial- 
and nndonbtedh a better pri( e than we 
are now pa\ ing. though price i- ne\er 
I I'lrasr turn lo pnt:r fid i 
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marks 100,000 mife^ 
of fr<3VG/ snd sr^/'ce. 
for 6enefic/3/ finanm System 




Roller skates mark fact that Reach, McClinton agency folk have traveled 100,000 miles in servicing the Beneficial account. L. to r., 
Harold 11. Black, senior v.]).; Chas. Dalla^ Reach, hd. chni.; Alfred E. .Mockett", B«'neficial adv. mgr.; MacDonald Dunbar, agency med. dir. 



BENEFICIAL'S MARKETING JIGSAW PUZZLE 

Finance chain converted to mass niediiini of radio last fall from direct mail 

and newspapers. Today, local, spot and network radio get $1 million of 
$2 million ad budget to pull leads and loans for 1,000-plus offices all over U. S. 



^Jeneficial ^Management Corp. of 
^loiristown. J. (a subsidiary of 
Beneficial Finance Co.), and its New 
York advertising agency. I^eacli, Mc- 
Clinton & Co., were confronted w itii a 
marketing jigsaw puzzle last fall. 

The loan company liad expanded to 
the point where it had more than 
1.000 offices — a numerical weight too 
heavy for continued direct mail and 
newspaper solicitation. Because of this 
growth, it was now ready to move into 
a mass coverage medium. 

Another |3art to the puz/le : Benefi- 
cial for years had heen operating local 
offices under three names in various 



parts of the countr) — Beneficial Fi- 
nance. Personal Finance and Conmion- 
wealth Loan. Beneficial, the parent 
companv. used the Personal Finance 
designation for most of its offices un- 
til it purchased the Midwestern con- 
cern of Commonwealth Loan. Not only 
was the use of three advertised names 
confusing, the use of the Personal Fi- 
nance name alone was misleading. 

Why? Because until ahout 10 \ears 
ago Personal Finance was the onl\ 
such name in the loan field. Since then, 
however, almost every major and mi- 
nor finance company in the country 
has promoted its ''personal'' loans 



and Beneficial thinks it lost a lot of 
customers to the competition by adver- 
tising Personal Finance which encour- 
aged people to get "personal" loans. 

Reach. McClinton agency worked 
with Beneficial management and its 
advertising director, Alfred Ernest 
Mockett. to develop a media formula 
which would serve the expanded num- 
ber of field offices and get across the 
name change. A fundamental requisite, 
of course, was economy. 

The decision: spot, local and net- 
work radio, supplemented by direct 
mail and newspaper which previously 
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IkkI j;()llcii llu( ciiliKr hml^'rl. I,;isl f;ill, 
the sponsor iillnciilcd ii si'ONsoit 
nulled SO'f of the l<tl;il ctjiisiimcr iid- 
\LTtisiiij; l)iidj;rl to raditt SI iiiillioii 
from the $2 inillion tol:d in iiii rifoit 
to <;cl llic iiiiiss iiiidiciiccs of radio. 
SiiR'c Oclolicr, llu' elation li^l li;w 
j;ro\Mi to !.")() and llic clinil aiili( i|talc^ 
u If.lal of 200 fall. Tv. hecaii-c of 
costs iii\ol\ cd, is used in four niarkcls. 

Harold II. lUark, senior \ ice |)resi- 
deiil of af;eiic\ and account su|)er\ isor 
on Meiicfuial. >.a\s tlie radio cani|)aif;n 
lia-i hecn "most successful." He credits 
the radio elTort with ihi-- t\|)e of result. 
Ill New ^ ork Cit\, hefore the conipain 
l)ou{ilit its fir^t radio eampaijzn. it sur- 
vey ed a tot ^rou|) to determine recoj;- 
nitiou of the Henelu ial name. ()nl\ a 
few people had heard of il or could 
ideiitif) it. l)Ut two \ears later, after 
the city had been exposed lo nii:n\ a 
Hcnefieial radio conunercial. recofiui- 
tion was "far <;reater." 

At this point, nine mouths after the 
start of the national radio campai<;u. 
the HeiR'ficial name lias replaced the 
other two corporate names at mo^t of 
the coui|)au\'s local ofiices. \iiil, he- 



I he-e men aie called re^'ional nd- 
\ertisinf; directors, and the\"re all ad 
men. a> Harold lllack e\|)lains ii. 
" i he\ know I licir areas \ (TN . \ er\ well. 

i'he\ know the s|;itc laws wiiich a|)|)l\ 
lo each rejiion. ami the laws re;.'ulalin^ 
loan eouipanies \;ir\ w ideh from stale 
to stale. I lie\ know the |)eo|(|e in each 
connuunit\ and their lastes. juirlicu- 
larK a- the\ relate to radio jjro^rams. 

I lie\ know the t\|)e of advertising we 
should \n\\ in each of tlie<e markets." 

These men do ahoul (>^)' , of the ac- 
tual tiniehu) inj;. ne;;otial inji al tin- 
local le\ el with the station^. The res| 
of the lime is liou^iht tliroufili ihe a^'cn- 
c\ when a spot or network order i* 
invohed. The jtresent network vehicle 
is ail KdiKinl Ii. Miirrow uewseast on 
a CA]> Kadio rcfiional network. 

2. Topy: Heeause there are state 
laws which limit ronteni ami claims 
of liuance com|)an\ cop\, all lieueficial 
cop\ has to he i leared tliroufih its own 
\t"fia\ department as well as tlironj;h a 
lei:al expert at the ajienc). He is Ste- 
phen lloldanipf. Jr.. who worked ff)r- 
merlv at Heiieficial. llol(lam|)f and 



Ihe "}iniil\" l)oiiov\er i* ashann-d or 
clwi^'rined thai he nei-ds niuMi-v. ami lit- 
is iir^'ed not lo f<( | ihis wav and lold 
horrowiiifi can he "jijsi <.'i.od hiisi- 
iiess. 'I'll,, "casual' horrovMi, 

|)crlia|)s a hil lli|) in hori ow in;.' and 
spcndin;^ iiioni-v lia|)lia/ai div . is ad- 
vised to <ii-[ a loan (»nl\ wIkii it is 
iier(-s*ai\ and not for sndd«-ii s|»liir;.'es. 
((j The "lalioiial" horrow(-r. who 
considers il loan scriousU mid ohjec- 
li\el\. is told in air co|)v lhal he i an 
;.'ood, fast scr\icc wilhoiil cidlateral 
frcHii Henelicial and thai horrow iii<.' can 
l)(- smart husincs* iiiaiia;.'ein<-iit. 

Most |)(-o|ile hoi row a lump suin to 
|)a\ olT s(-v(-ral small deht*. s;i\s Ithnk. 
Main of tli(-in lia\i- ov erextend(-d 
tliemse|\es in coiil ractiii^i for time jtav- 
meiils and rind tliev can t keej) up with 
llie moiitlil\ drain from sc\eral 
sources. Others, especially at this time 
of the \ear. horrow sums for \acatioiis. 

Cop\ doesn't oiil\ atteiii|)t lo sell 
inonev and ser\ ices, he explains. "\\ i- 
want our radio commercials to en- 
hance our corporate ideiititv. \\ c want 
to instill ill lisleners a fecliii-' of rea*. 



Fall plans arc I)cin? iiiailc !)> llicsc apenry 
c-xt-i iiliv cs I from 1.1: l\cacii. (.'iirlis nfrricii. 
v. p.. copv-dir.: Hernian Haiirlicr. wrilcr: Ted 
Okiiii, a — I. radiii-Iv dir.: \\ illiaii) II. FJrowii. 
Jr., of ncnt-ficial ; Douglas N. Kaviior. writer, 
lirneficial [dans cxpunsinn lo more than 200 
radio suiiiiiiis fmi)) presein liiieii[i of I.iO 




cause of continual radio impressions, 
the new name has prett\ well dislodged 
iiieinory of the former ones. 

Here are points in the media check- 
list used b\ Beneficial in bu\ing radio. 

1. I'laiiiiiiij:: Mockett works close- 
1\ with IJlack. \vho at one time was a 
copywriter for Beneficial, and with 
MacDoiiahl (Mac) Dunbar, media di- 
rector of the aireiiev. in detailing over- 
all strategy. Because the finance coni- 
pain operates 1.000 local companies, 
it takes verv seriou*lv the recoiii- 
inendations of its 10 advertising spe- 
cialists vvorkiiis ill the field. 



Curtis Berrien, senior \ ice president 
and co|n tlirector of the agency, ajj- 
pro\e claims and appeals. 

Writers hase their co|)y approaches 
many tinies on results of dejith studies 
conducted hy the client. Analysis of 
these surveys has |)iii|)oiiited the cli- 
ents prime ad\ertisiiig targets: aver- 
age to low income white collar work- 
ers, school teachers, plant and factory 
workers and civil service eiiiplovees 
who earn, on the average. S-^.500 a 
year and horrow. as an average. .'i^300. 

One such study divides all borrow- 
ers into three general tvpes of person- 
alities which radio needs to sell. ( \ i 



surniice. that they are dealing with the 
largest in the field and that the\ need 
not he worried about being turned 
down. We're building the iriea thai we 
like to say 'yes' when asked for a loan, 
ami that the eoinpam i- large, repu- 
table and friendlv . This js one reason 
we hire people in the local oflice- who 
have a feeling of waniilh anrl of gen- 
uine iiilcn-si in others. " 

3. Time liiiys: Becaur-e the cor- 
porate structure of Beneficial is more 
local than with most iialioiial com- 
panies, the advertising buv must match 
the local needs iiKire closeh . That's 
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RADIO-TV RECRUIT READERS 

Cdlrh-plirasr jiiiglo, saturation spot radio spark 
tln' Detroit AV'/r.s in drivo. for iiirrrasrd roadersliip 

^^clliiijr n newspaper to people who don't read it regularly turned 
out to be a natural for spot radio and tv. ^\^^c^ the Detroit iS'civs 
and W . B. Doner & Co., their agency, started planning a circula- 
tion dri\e the media choice w as ol)\ ious. 

"We couldn't use other newspapers and any ad\ertising we did 
in The iSews would reach onK our present cu-toiners.. says Jack 
Alpcrt. director of promotion and public relations for the paper. 

using tv and radio as our basic tools wc hoped to reach those 
who bought no Detroit paper regularh as well as the readers of 
the other two dailies. 

The strateg) has paid off for The \eivs in a circulation increase 
of 15,000 for the daily edition and 19.000 for the Sunday edition 
o\cr figures of a year ago. 

Ihe campaign started 1 February and is still going strong. 
Radio saturation schedules are running on almost all Detroit and 
surrounding area stations. The cop). a catch) jingle set to music, 
uses the catch phrase, "What in the world is going on? If you 
read The News you'll know ."' The schedules were originally dav- 
timc. but nighttime and week-end spots have been added. 

Animated cartoon l.D.'s are spotted on WW J-TV (the Detroit 
A'eH'5-owned station) at all hours of the day. 

I'he \\ ord-of-mouth impact of the campaign has added tremen- 
dously to the advertising mileage. As Felix Hower, \ .p. of 
Doner Co. puts it. 'The phrase 'What in the world is going on?' 
is common and emphasizes The Neics evcr\ time it is used." ^ 




FIRST Iti Dftll.' r-c .ca = 

OCTROIT 26 "108= 




Lafest figures '"i recalls of die Delroil \pivs ra(lio-t\ eirciilation 
campaign anheil by lelegrain afler the loport above was \vritten 



BENEFICIAL continued . . . 

why the company buys almost every 
t) pe of radio — programs of new s, mu- 
sic, sports, local personalities: adja- 
cencies at almost any hour of the day; 
announcements both live and tran- 
scribed, and of \ar}ing lengths: fre- 
quencies which best suit the market 
need and the compctiti\e situation. 

It's difhcult to draw a buying profile, 
says Black. "But. generally, we prefer 
peak tune-in periods when we also get 
a bigger automobile audience — from 
6:30 to 8 in the moniing and from 5 
to 7 in the evening, usually at the rate 
of five days a week. W^e use local per- 
sonalities when they're good, but 
(pjality is not always consistent so 
.-ometinics wc send out transcriptions. 
In the latter case, we provide for a 10- 
or 20-second li\'e tag for giving the 
local addresses of our offices." 

A big factor in the selection of fre- 
quency and pattern in any gi\en mar- 
ket is the competition. Beneficial is 
the largest loan company in the coun- 
try in terms of number of branch 
offices, second largest (to Household 
Finance Co.) when it conies to dollar 
volume. Last year. Beneficial loaned 
some S7.50 million to almost two mil- 
lion persons. 

4. Results: Before Beneficial went 
into its radio schedule last fall the 
agency recommended it on several 
bases, one of which was '"it seemed to 
be the most economical way to accom- 
plish our several goals." So says Black, 
and he adds that the same seems to be 
holding true today. 

■■Radio is coming up fast, and a lot 
of national advertisers are realizing 
this is true. We re getting a recogni- 
tion factor from our radio announce- 
ments, and we have to lia\"e our audi- 
ence know the company name before 
they w ill ever come in that front door. " 

He and the client keep a running 
check on the effectiveness of local ad- 
\crtising and the source of inquiries 
about and requests for loans. Every 
person avIio walks into a local office is 
asked where he heard of the company. 
'"Wc think with more than 1.000 offices 
that we get a very accurate sample of 
reaction to our ad\ ertising. ' sa>s 
Mockett. ■■Qn the basis of all these 
data, we know business and loans are 
stcadiK increasing in areas where we 
are usinu radio. " ^ 



1 
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IN MO(y^lrAl^/^. 

mi ■ 

^ our OF 
H^V( bKCAlhl^ 



I ^ / 



'Watch out" i-* wiiriiiii;: of K. Marmins 
Hiibiii. Iv anil railio diroclor of C.ir- 
& \\ il-on a;:cncy. Ixii'linmnil. He 
It'll- -lalion men "llii- throat nil 
ma\ lie >oiir own" in ontliiiin;: do'- 
and doiit'- of media -rlliii;; to 
ini'inlx r- of \ a. of l?roaili a-li'r- 




DO YOU SELL LIKE A FISHWIFE? 



I 



Ajiciicy l)r()a(lcast cxjx'rt jiivcs lioked-up (I(Mn()ii>trati<)ii of 
liow tv and radio salcj^iiicn arc coiitril)iitiii<; to tlic 'era of 
the tliroat-c'iit.' He says lioiicsly and professionalism are 
needed l)y salesmen to keej) s])onH<)rs from movinjj; to other media 



A,, \lnnrung Rubin, radio-tv director of 
Cnrpill tt' ll'i'lsori (ig:('ric}\ Richmond, 
told the Virs:inia Assn. of Broadcasters 
annual meetincc how throats are heina: 
slit in media sellinfc — u^^ins: a neu- and 
dramatic approach to the familiar do- 
and-don't admonitions. Here is a con- 
densed version of his recent speech. 



It's the gnod olil .■iuiinnertimt^ now. 
ami \ ncatioiiitis i< ?\\ee|iiiig the coun- 
try. Belie\e ine, I'm raring to go on 
mine. I've got with me todav three 
|>re>eiitatioiis from travel re|ireseiita- 
ti\e>. One from the Seashore l?e|)re- 
seiitati\e> Association. One from the 



Metro|)olitan Center lUireaii. and one 
from the High Mtitiides \(l\eitising 
I! mean. 

Let'~ take a look at the sea>hoie 
|Mt( h : 

Point —I: Come to the ~ea^hor<'I 
\\h%? Well 

Point —2: 13'~( more jieojile drown 
in fre^h water than in salt water ac- 
t ording to a recent re|»ort. 

Point rr 7; \nd look at thi- . . . the 
incidence of disease, insert anil poison- 
on~ animal bites is V"/ 1 higher in 
mountain area> than in -ea-hore area~. 

Point rr /; W hat'~ more, the acci- 
dent rate among pedestrian^ i< 67*^1 
greater in metropolitan area- than at 



the -ea-hori' I -aid 67' ( iniml \ou. 

Well, let - he o|)en-iiiinded and see 
the next |)itrh from the hig rit\ rejire- 
sentati\e. Let - -ee. \oii -lioidd relax 
in the hig rit\ heeau-e a rerent -urve\ : 

Point =1: Ke\eaied that u\.m AT, 
of all beach \ i-itor- -niTer from sun- 
bniii or heat exhaustion. 

Point rrl?; Ihis same iiule|>endent 
re-earch organi/.ation ai-o di-<i)\ered 
that drowning- at mountain lake- and 
bearlie- are at an ail-time highl 

Point zz >: Here - another -urpri-e. 
too . . . did \ on know that rarified 
mountain aii and |)idlen can<e di-roni- 
forting breathing |ir*)bleni- to fi>ur ont 
of 10 \ i-itor- in mountain areas. Four 



SPONSOR • 6 JULY 1957 



33 



Biggest need: ior stations to know agency and 
advertiser problems in order to do the best sales job 



good reasons you should come to 
the big cil\ ! 

Tliis last pitch caine from a repre- 
sentative of the High Altitudes Adver- 
tising Bureau : 

Point Salt air prov ed damaging 
to eight out of 12 automobiles last year 
at the seashore. Chevrolcts, Fords and 
I'ly mouths were particularly hard hit. 

Poinl :^2: Good gosh! Look at how 
the rates for food and entertainment 
soared last year in big cities — over 
61 '^^ higher than at the mountains. 

Point #3; What's this? Palate, Inc. 
revealed something else about food . . . 



that food poisoning at seashore restau- 
rants occurred in one out of every 30 
cases last year alone: 

Point :^4: So spend your money 
wisely and safely in the mountains. 

Do travel representatives really talk 
that way? No sir, not the majority. 
No sir, that kind of selling seems to be 
the pride and joy of media representa- 
tives — a great many of them being ra- 
dio and tv salesmen. 

But it's up to stations to see that this 
doesn't happen! Because if everyone's 
throat-culling story is realistic and 
strong enough, clients will believe them 
all to the point of trusting no media. 
Those in radio know only too well what 
that could mean: a decrease in adver- 
tising expenditures with the resultant 
decrease in sales. 

'"What, exacth . do you want to 
know from us?" a station asked me re- 
cently. Well. I'll tell you. 



First, I'd like to know that stations 
know our accounts and our agency be- 
cause I don't believe a station can do a 
job for our clients unless they know 
enough about them. And the more sta- 
tions know about their prospects, the 
easier it is to sell them. How do sta- 
tions gel this information? Well, one 
good way is to come see us. 

\\ hen stations come to see us, we tell 
them about our staff, our accounts, 
what they sell, how and when they sell 
it, what they're doing in the market 
and what problems they might be fac- 
ing. Unless a station knows that, it's 



IIIJII lllllll lllllli! ./ iljll' 



just selling time and, brother, who 
needs it? Stations should be selling 
merchandise just as we are. Just the 
mere fact that an availability has 
opened up is not of great value to us. 

You see, believe it or not, we're not 
interested in using our clients to in- 
crease our billings. We're in business 
to help our clients sell more goods and 
services. 

But let's get back to what we want 
to know from stations . . . W^ell, what 
about )our market — what kind is it? 
Who lives there? What do they do 
and earn, what's the growth and eco- 
nomic jjallern in \ our market and what 
is its probable development? 

And it just doesn't make sense to us 
to be told that we're "rrazy" to use 
this medium or that medium when 
\.e ve spent long hours, days, weeks 
delennining our goals and how to 
accomplish them. 



Next, tell us about your station, its 
history, your facilities, your clients, 
)our realistic coverage, your ratings, 
your mail pulls, your relationships 
with local merchants, distributors and 
associations — like food and drug re- 
tailers. Tell us about the various suc- 
cesses ) ou've helped your clients to — 
and that's important! 

Remember, your rate card and rat- 
ings aren't really enough to sell ) ou to 
a timebuycr or account executive. 

We'd also like to know about the 
well known local jjersonalities on )our 
staff — why they're popular, the suc- 
cesses they've brought about — why not 
run a disk or frlm for us showing them 
in action? 

You ought to also, of course, tell us 
about your pluses. I^ike the mer- 



chandising and promotion services. 
^Merchandising is important because 
where a medium sells the buyer, mer- 
chandising sells the seller. And broth- 
er if the seller ain't sold, he doesn't 
sell! 

Take the food field — tcitli over 00% 
oj all sales in super markets based on 
impulse buying, those last three feet in 
the store are all powerful. H a sta- 
tion can help a client get a display up, 
he s assuring the client extra sales 
and, in so doing he's building a suc- 
cess out of the adv ertising that client 
is placing on the station. 

Or consider the utility interested in 
moving appliances regardless of brand. 
It runs a schedule of programs or spots 
to sell the use of various appliances. 
Now if the station carrying the adver- 
tising can get local appliance dealers to 
use tie-in adjacencies to j)ush their jjar- 
ticular brand and store, it has acconi- 



DO'S AND DON'TS 

1, DO know the agency and its accounts. Get a 
briefing from the agency. This makes more sales, firmer 
ones. Stations should sell merchandise, not just time. 

2, DO 1'"' die agoury and advertiser know about you. 
Tell them about your market, history, clients, successes. 
The rate card and ratings, alone, won't sell your station. 

3, DO go into detail about your plus services, mer- 
chandising especially. "Media sell the buyer, but merchan- 
dising sells the seller. If seller isn't sold he doesn't sell!" 



OF STATION SELLING 

1. DON'T use unprofessional production and per- 
forming talent. 40% of one agency group complained of 
this. Others dislike minimum rehearsals, "cold fish" talent. 

2. DON'T cut your rates or bargain sharply. Be 
consistent and give every advertiser the same rate break. 
"Adherence to published rates is sign of quality, confidence." 

3. DON'T dishonest. This applies to dealings 
with the client, the agency, anyone involved in the air 
schedule. "It goes right hack to selling goods, not time." 



31 



SPONSOR • 0 JULY 1957 



j)lislic(l a \ alii;il)li' iiicrcliniKlisiiif; >.cr\ • 
ice. KvtT) 1)0(1) 's lia|)|)\ -^tiilioii. iitil- 
it\ ami (Icalei. 

IM liki' to \\iii<l tlii< '^jifal ion" 
rcpoil with a lio|)<cot('li iiiDiiiul tlic iia- 
lion, ^'on >(•(' CXW i-< a nicnilKT of tin- 
'l lif Aillliali'd \(1\ (M tioinj; \>icii- 
cic-^ [Network. We arc aililialcd willi 
nf;cri('i('< like onrsi-hcs in K'i major 
V. S. ami Canadian maiki'l>. |)ln> 2.") 
Jaj)anc>-i' iiiarki'ts! La-^l week I \\i()tc2l) 
of llic aj;('iicics from I'lorida to 

W'a^liliifitoii state, from Tcxa* to .Ma>- 
saclniortls. 1 aski'd tlicni to li>t tliinj;s 
tlic\ "d like to >(•<• l)road('a>t('r> prac- 
tict' or inij)r()\r n|)()n, hrciuix' 1 
lhonj;lit it might ho cnlifihtcninj.' to 
and WW. 

Sonic Tti)' of the r<'j)he> referred to 
the desire for hrltrr iiicrvliaiidisiiiv: 
support jroiii .stations. Creati\e. eon- 
'•istent nicrehandisini; a»i>tanfe. it 
seems, is iin|>ortanl e\er\ where. 

Over 30'"r of these ai;eneie> j)rote.>t- 
ed afiainst the practice of nej;ati\e 
eom|)etiti\e selliii<r. In other word*. 
the\ don t \vant to lake a "Vacation." 
either. 

The j)uint ahout a station scllinj; 
"time"" instead of ereati\el\ selling the 
station s usi' to move inerchamlise 
came u|) in 3()'"( of the replies. Mo>t 
of these aiieneies feh that time sales- 
nieii call u ithonl any particnlar goal or 
j)lan. and so the\ kill time in more 
wa\s than one! 

Another major point concerned lo- 
• eal station j)rodnrtion. "W in can't an 

annonncer look at and rehearse his 
scrij)! thoronghly hefore air time?" 
w rote one agency. 

i\nd almost e\ er\ agenc\ wanleil>ta- 
( tions to gi\e iheni a more conijilcle 

r- picture of the station*^ market. co\cr- 

i. age. facilities, success storie^. local per- 

'[ sonalilies. In olhcr words, gi\e "em a 

thorough (jualitative and quantitati\e 
measure of your market and vour sta- 
, tion, and >top selling just "time." 

n Overloading the connnercial sched- 

j. ide was still amither fretiuentl} men- 

|, tioned prohlcni. One fifth of the ageii- 

^ cies brought it up. 

What about rate cutting? Lots of 
[,1 mentions. 
^ Vx) going to the Greenbrier and har- 

gaining on room rates. ( \\'h\ . it's like 
J trying to bargain with Hal Barre at 

lj WR\A.) Xo deal. To us, that uni- 

form adherence to j)ul)lished rates i* a 
,j. sign of f]ualit\ and confidence. It en- 

ables me to know what I can gel for 
i[. Hi\ budget without a dozen phone eall^. 

„. And it assures me that Vm getting the 

same breaks as the next guv. ^ 




Finished i iinnm rcial «li()W> Ikun "in --liniio" ^ImuiinK <'an iirndiicc r<\di>iii 



IS IT CHEAPER TO GO ON 
LOCATION OR BUILD A SET? 

■■(^arr\ ing coals to Newcastle"" usnalU pro\cs e.\j)en.>i\e but I ran-- 
film did ju>-l that to jjroducc a 1. S. Uubber coninu'rcial and man- 
aged to sa\e both time and monev. 

The as>.ignnient from Fletcher 1). Iviebards Inc. was to film a seem- 
of a shij) refueling. b)r a I . Kubher Amazon Ilose commercial. 

\ b'w blocks from the studio are the j)icrs of Xcw ^'ork where lbi> 
i> a daih occurrence. I^nt Transfilm built their own >hij) in the 
studio instead of taking a crew "'on location. 

The reasons were simj)lc. The highly defined needs of the stor\- 
board could be best handled under the controlled conditions of iht; 
jtndio. On location the storv board must be tailored to the limita- 
tion of realitv. Restrictions on creativity are imposed. There is al- 
wa\s the problem of lighting and weather \vhich can ujjsct a pro- 
duction >che(lnle and sk\ rocket labor costs. A studio oilers facili- 
ties and control. Sets built with camera angles and lighting in mind. 
j)ermit the crew to breeze through the assignment. 

The resulting commercial, aired on Aai-y I.o^ (AI5C T\") turned 
out realer than real — and nuicb cheaper to boot. |^ 




SUMMER 



TV VIEWING OFF? NOT DURIIIi 



I here are few ajieiity men ^\ho have 
to be rominded that tv viewing falls 
off thiiiiig the Mimnier. There arc more 
than a few \vht) have to be reminded 
that this dip does not take place all 
through the dav. 

There are. as a matter of fact, time 
jjeriods vhich show a higher sets-in- 



use figure during the sunnner than 
during the w inter. This is particularh 
true of late-night time periods. \\ heth- 
er it s because of the heat, vacation 
time or because the viewer start- 
watching at a later time period and 
wants to get his full quota of tv time, 
the fact remains that viewers are more 



numerous around bedtime during the 
hot ueather months. 

The facts on this viewing pattern 
have been nailed down bv Research 
Director Avery Gibson and Assistant 
Research Director .Martv Goldberg of 
H-R Te\e^ ision, buttressed Avith data 
from ARB's national diar\ sample. ^ 



Sets-in-use, %. 



Total United States Monday-Friday 
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EASTERN TIME ZONE 



RliTE-NIGHT PERIODS 

liicrciisos ill siiiiiiiicr virwiiijr ovrr wiiilrr 
raiijic :is lii«j;li as 117%, accoi'diii*; lo \\\\\ 
(lala ass<>iiil)l('(l l)y ll-K rrlcvisioii. 
'riuTC arc also iiicrrasrs in vicwiiiir 
diiriii*; sonic allcnioon lime jx'riods 
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Western lime /one l\ wjilclier* like ^uiii- 
nier Iv almost a> much as winter t\ . Dur- 
ing prime lime in the e\eiiinjr >ets-in-u?e 
are al)o\e llie rtO' i mark for a considerable 
>lrelrli. From 10:.'^() p.m. on July viewing 
i- al ;i higher le\el lhau during Fel)ruar\| 



National \I\B \iewing figures i-how lhal 
summer lale night \iewing pulls ahead of 
winter at 11:00 |).ni. The increase \viden< 
until .Midnight, when the sunnner rating 
IS 40' ( ahead of the winter figure. Note 
that these figures are based on .\. ^ . lime 
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Eastern lime /one data rc\eal Jul\ \i( w- 
iiig ahead of Fchruar\ h) as much a> 'i(>' i 
ill po^l-nclw ork ojtlion lime. II-I' Telc- 
\ isioii researchers sa\ lale niglil »iols are 
good for selling fail- and air condilioiiers. 
cold driiik>. -uii-tan oil. |)icnie -uj)j)lies 



Central time /one viewing shows a marked 
ri-e ill July over Fehruar\ during llic 
|)eriod from Xooii to j).in. \t 12:30 

a.m. llie Julj figure is acluall\ 147'? 
higher than in Fehruar\. Summer pull- 
ahead of winter \iewiiig a* earh a- 10 p.m. 



>ErS- N-USE 
70 
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MISSION ACCOMPLISHED... THE MARKET'S COVERED! 




Every advertiser's mission is to get his story before a responsive market that 
has purchasing power. How and where to reach such an audience? . . . 
That's the Keystone success story! 

Before you cover a market — it's good to know what to expect in return . . . 
in the case of Hometown and Rural America, 90 million listeners are 
reached through keystone broadcasting system, representing one of the 
nation's largest sales potentials. 

Keystone makes it easy ... so easy for advertisers to tap the rich consumer 
response of Hometown and Rural America. 

How best to cover 90 million listeners . . . with one medium? 

This mission has been accomplished, and continues to be by the more 

than 957 Keystone stations that are available in part or parcel to those who 

recognize the prime importance of Hometown and Rural America as a 

market. We'll be happy to show you how we can tailor a market to fit your 

particular needs. Write or phone — no obligation — and a definite pleasure for us! 




eystone 



Send for our new station list 



CHICAGO 

111 W Washington 
STate 2-8900 



NEW YORK 

527 Madison Ave 
Eldorado 5-3720 



ICS ANGELES SAN FRANCISCO 

3142 Wilshire Blvd 57 Post St 
Dunkirk 3-2910 SUtter 17410 

a minute or a full hour -it's 



BROADCASTING SYSTEM, inc. 



• TAKE YOUR CHOICE. A handful of stations or the network 
up to you, your needs. 

• MORE FOR YOUR DOLLAR. No premium cost for individualized programming Network 
coverage for less than some "spot" costs. 

• ONE ORDER DOES THE JOB. All bookkeeping and details are done by Keystone, yel the best 
time and place are chosen for you. 
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TV BASICS/JULY 



^Tlu' iiinlli T\ M;i>i( s lion cniiiinuo il> ic^iihii f( ;iliir»s in 
lliis issue \\illi llic cxccplidn of Spot Uasio. \l;ilfri;il |tre- 
|i;irt'(l for S|)oi l?;i^its. fcalnrinj; a »()Mi|iari^on of -nnnncr and 
\\ inter IcUm i^ion \i('\\in;_', \\ \\\ \<c found in tin's i^viic a- a >-c|ia- 
ratf ^tov\ on |)am' 'M>. '1 lie \if\\in;z fiiznifs tMn|)lia>i/t' the fad 
that hilf »'\fnin<: \if\\inj; is liij:htT in the Munnicr than diirinj: 
the uinltT. As for the rt-jzidar 'l\ IJasies fealnifs, noli; lliat 
nfl>\ork jirojirani a\(Maj!rs inihidf .^innnicr rrphiccmcnls. a cal- 
( idalion that uas not int hi(h>(l in llif <{ June fimircs. Itcach'r.s 
of the Coni|)arai;ra|)h sections w'lW find a siihstanlial ninnher of 
t han{:fs in this lime s|)()nst)rshij)s in aihlition to the program 
chanjie- that alTeet niiihttinie l\ linenp^ in the liol weather. 



I'rogrum profile [iruv\<lcs casts, 
sponsored hours dalu . . . sec below 



Index of network tv sponsors lias 
show ratings page 40 

Alphaheticul index oj all shous 
includes cost data . . . page 44 

Coinparagraph gives day-hy-day 
chart oj all net shous . . . page 46 



1. NETWORK PROGRAM PROFILE 

AVERAGE COST OF SPONSORED PROGRAMING BY TYPES 



Cost Number 


Cost Number 


Cost Number 


Cost Number 


Hour drama 
$63,111 9 


Half-hour drama 
$26,105 19 


Situation comedy 
$27,219 16 


Hour comedy-variety 
$65,555 9 


Half-hour coinedy-var. 
$39,607 7 


Half-hour adventure 
$27,427 14 


Quiz 

$25,274 1 1 


Daytime serials 
$10,429* 7 



Averaeos Include siimmpr rfpUcemontj. 'Ptr week of five nuarler-hour shows; o(her proerams ore nnce-wrekly ind ire all nlcbttlmc shwi. 



NUMBER OF SPONSORED HOURS: LIVE AND FILM* 



Daytime 



Nighttime 



Net-work 


Sponsored 
hours 


% hve 


% film 


ABCf 


3.5 


14.3 


85.7 


CBSt 


23.5 


95.7 


4.3 
13.4 


NBC 


16.8 


86.6 



Network 


Sponsored 
hours 


% live 


% film 


ABCt 


16.0 


34.4 


65.6 


CBS 


25.0 


4' 6 


52." 


NBC 


19.0 


50.0 


50.0 



•For week of 30 June-6 July tEicliuiinit pardrlpadon showi. 
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2. HOW COMPETING CLIENTS COMPARE 



Third s('ri<'s of major industry 
t'ale«sories, advertisers, brands and 
ratings on web tv start below 



Designed to aid advertisers in making quick comparisons 
between their show ratings and those of competitors, this 
regular T\ Basics feature runs in two sections. The list 
helow starts off the third series of this data, ft will he 
concluded in the 3 August Tv Basics after which the list of 
adverlisers. with new hrand and rating data, will begin 
over again. These lists cover major industry categories in 
network tv only. The list below covers automobile acces- 
sories, cars and trucks, confections and soft drinks, cos- 
metics and toiletries, dental and drug products. The next 
list will cover such groups as food, soap and tobacco. 
Data are based on material supplied by Broadcast Adver- 
tisers Reports, monitored ofT-the-air by tape recordings, plus 
Pulse multi-market ratings. Footnotes give further data. 



Industries covered here include autos, cosmetics, drugs 



Auto Accessories 

Cciieral Motors 

Widfi Wide World; NBC; Su-D; A C 
automotive equipment, Deico bat- 
tr'rie.s, Harrison car air condi- 
tioners, Hyatt ball bearings, T3 
headlights 



|{. F. Goodrich 

I'.urns & Allen; CBS; M-N; tires. . 30.6 

Cars and Trucks 

AiiK-riean Motors 

Disneyland; ABC; W-N; Rambler 
autos -- - 25.9 

Clirislt-r 

Ray Anthony; ABC; F-N; Plymouth 
autos - _ 6.5 

Climax; CBS: Th-X; Chrysler Corp 
autos & u.sed cars, Plymouth autos 30.4 

Ijawrence Welk; ABC; Sa-N; Dodge 
autO'S & trucks ..- - 24.6 

Top Tunes & Xew Talent; ABC; M-N; 
DodKe autos & trucks, Plymouth 
autos — 14.7 

Vou Bet Your Life; NBC; Th-N; 

DeSoto autos 28.7 

Ford 

Tennessee Krnie; NBC; Th-N; Ford 

autois 20.5 

Ford Theatre; ABC; W-N; Ford 

autos . . 12.4 

Zane IJrey; CBS; F-X; Ford aiitos. 21.8 

Gfiieral Motors 

Crossroads; ABC; F-N; Chevrolet 

autos _ 15.3 

t.!arry Moore; CBS; W-D; Chevrolet 

autos 9.1 

Dinah Shore; XBC; Th-X; Chevrolet 

autns & trucks .. - 10.7 



Confections and Soft Drinks 



Aiiierieaii Cliicle 

Jim Bowie; ABC; F-N; Chiclets, Den- 
tyne, Rolaids 17.5 

Ozark Jubilee; ABC; Sa-N; Chiclets, 
Dentyne, Rolaids _ 7.4 

Coea Cola 

Jlickey Mouse Club; ABC; JI-D; soft 
drink _ _ . 19.3 

Liideir* 

Captain Kangaroo; CBS; Sa-D; Fifth 

Avenue candy bar 12.0 

Nestle 

Done Ranger; CBS; Sa-D; chocolate 11.8 

Pepsi-Cola 

Cinderella; CBS; Su-N; soft drink 

Sweets Co. of Aiiieriea 

Gumby Show; NBC; Sa-D: Tootsio 

Roll candies 6.2 

Heckle & Jeckle; CBS; Su-D; Tootsie 

Roll candies 9.3 

Howdy Doody; NBC; Sa-D; Tootsie 
Roll candies 8.4 

Jlodern Romances; XBC; Tu-D; Toot- 
sie Roll candies . 8.7 

Texas Rangers; CBS; Sa-D; Tootsie 

Roll candies 13.5 

Tic Tac Dough; XBC; Tu-D; Tootsie 

Roll candies 5.6 

Cosmetics and Toiletries 

AllMTto-Cnl>er Co. of llollvwood 

Modern Romances; NBC, Tu-D; VO-5 
hair preparations ... .. 8.7 

Anierieaii Home I'rodiiets 

D. Kd wards; CBS; T, Th-N: Aero- 
shave 11.9 



Dove of Life; CBS; M,T,Th-D; Jccur 

wave set, Neet depilatory 8.9 

Secret Storm; CBS; F-D; Neet de- 
pilatory 7.0 

Armour 

George Gobel; NBC; Sa-N; Dial 
shampoo & soap 21.2 

Danny Thomas; NBC; Th-N; Dial 
shampoo & soap 11.9 

Associated I'roduets 

IMasquerade Party; NBC; W-N; 5-Day 
deodorant pads 12.0 

John II. Bre<-k 

Matinee Theatre; NBC; F-D; hair set 
mist _ 8.4 

Bristol-M vers 

Arthur Godfrey; CBS; M,W-D; Ban 9.9 
Alfred Hitchcock; CBS; Su-N; Mum 22.4 
NBA Basketball; NBC; Sa-D; Vitalis 10.2 
Playhouse 90; CBS; Th-N; Vitalis, 

Ban - . _ 30.7 

Carter Products 

East-West Basketball; CBS; Sa-D; 
Arrid, Rise _ 13.9 

NBA Basketball; NBC; Sa-D; Rise... 10.2 

Cliesebroiifili-Poiid's 

Jim Bowie; ABC; F-N; Vaseline hair 
tonic ... 17.5 

Conflict; ABC; Tu-N; Ponds angel 
skin lotion & cream, cold cream, dry 
skin cream 18.2 

Colgale-Piiliiioli ve 

Big Payoff; CBS; M,Tu,W,F-D; Cash- 
mere Bouquet soap. Lustre Creme, 
Lustre Net . 8.7 

Bob Cummings; CBS; Th-N; Halo. 
Palmolive soap . . 24.2 

Millionaire; CBS; W-N; Palmolive 

sliave products .... 24.0 



T) - ari'l on paKc i2 are based on Ilroadca-st .VdvciUscrs Ueports for the week cnilitiK 

Ai M tre dcUlItMl daia. such as lencth and placement of commercials, can be found 
tn B.\R reports themselves. Not Included here are buys in participation sho\vs, sucii as 
NT5C'8 ■ Today ' Ratines are based on a I'lilse 23-markit «eichted averaKe material for the 



«eck ending 7 .\prli. AW ratings are averages for the week, e.g., ratings for seenienled shomi 
do not necessarily sho^v tlie audience for tho actual segment sponsored by the client. All time 
purdiased by advertisers follows name of network: "X*' means night, "D" means day. days ol 
week are abbreviated. For exact time of shm. see Comparagraph Itself. 



Ill 
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Since 1941 I'lilsc hos riini; tloorbclls . . . intfriiciu'd 

millions! The industry's Inrgest. most srienlific snmplini:. 



2. HOW COMPETING CLIENTS COMPARE continued 



Mr. Adams & Eve; CBS; F-N; Lustre 
Crome shampoo, Lustre Net 

Strike It Rich; CBS; Tu,W,F-D; 
Cashmere Bouauet soap, I^ustre 
Creme shampoo. Lustre Net, Palm- 
olive soap - -. 

Gilh iio Co. 

Cavalcade of Sports; NBC; F-N; 
Foamy shave, razors & blades . 

Cro^e Lahoralorios 

Today; NBC; "U'-D; Fitch hair prepa- 
rations _ - 

Ilazfl I?i!>li<»p 

Beat the Clock; CBS; F-N; Liquid 
make-up, lipstick 

DouRlas Kdwards; CBS; F-N; dry 
skin cleanser . . _ _ 

IIclciio Ciirlis Iii<lii>lr!<-s 

Oh Susanna; CBS; Sa-N; spray net 
What's My Line; CBS: Su-N; Suave, 
Stopettc deodorant, Enden shampoo 



Aiulrow Jergoiis 

Steve Allen; NBC; Su-N; Woodbury 
deodorant soap, Woodbury shampoo 

Lanolin Plus 

Hold That Note; NBC; Tu-N; Lanolin 
Plus products .. 

Lo\<'r Bros. 

Private .Secretary; CBS; Tu-N; Dove 
soap 

Vicdo Theatre; NBC; Th-N; Lux soap 
IMoniieii 

Boxing; ABC; W-N; shampoo, shave 
creams, skin bracer, spray deodor- 
ant 

Today; NBC; Th-D; spray deodorant 

I'rooItT & CaiiiLIf 

As The World Turns; CBS; M-F-D; 
Camay soap 

Guiding Light; CBS; M-F-D; Ivory 
soap 

I Lcve Lucy; CBS; M-N; Lilt home 
permanent 

This Is Your Life; NBC; W-N; Prell 
shampoo 

Jane Wyman; NBC; Tu-N; Ivory soap 

Loretta Young; NBC; Su-N; Camay 
soap 

I'lirox 

Big Surprise; NBC; Tu-N; Sweet- 
heart soap - 



22.2 
8.2 

19.1 

3.9 

13.4 
11.9 

20.0 
28.2 

26.4 

9.9 



20.7 
18.0 



13.3 
3.9 



7.0 

10.0 

37.7 

24.3 
24.0 

23.8 



15.2 



I{<'\ loll 

$C1.000 Challenge; CBS; Su-N; Satin 
Set - 27.1 

$C4,000 Question; CBS; Tu-N; Clean 
& Clear, Love Pat powder, Satin 
Set 32.7 

20th Century Fox; CBS; W-N; Clean 
& Clear, frosted nail enamel, Futu- 
rama lipstick cases, lipstick. Love 
Pat powder, Silken Net 18.5 

Salos Hiiildrrs 

Panic; NBC; Tu-N; Max Factor 
Creme Puff . ..... 18.5 



Sriiiek 

Dragnet; NBC; Th-N; electric shav- 
ers . ... . _ 24.1 

Shiilloii 

Cinderella; CBS; Su-N; Desert Flow- 
er cologne & lotion. Escapade 
cologne. Old Spice hair groom 
tonic, shampoo & shave products .. 

Slcrliiis Driif: 

The Vise; ABC; F-N; Molle shave 
cream . . 9.8 



Toni 

Blondie; NBC; F-N; Deep Magic 
facial cleanser 19.5 

People Are Funny; NBC; Sa-N; Sil- 
ver Curl home permanent, Tonette 
home permanent . 20.5 

Queen For A Day; NBC; M-D; Ton- 
ette & Toni home permanents 11.7 

Talent Scouts; CBS; M-N; Deep 
Magic, Silver Curl home perma- 
nent. Tonette & Toni home perma- 
nents 29.6 

Tic Tac Dough; NBC; M-D; Silver 
Curl home permanent, Tonette & 
Toni home permanents. White Rain 
shampoo 5.6 

You Bet Your Life; NBC; Th-N; 
Deep Magic, Prom home permanent 28.7 



Wildrool 

Robin Hood; CBS; M-N; 
Formula #2 



cream oil. 



24.0 



Dental Products 

American Homo Products 

Love Of Life; CBS; Tu-D; Kolynos 
toothpaste 



8.9 



Rri.stol-Myers 

Arthur Godfrey; CBS; M,W-D; Ipana 

toothpaste 9.9 

Alfred Hitchcock; CBS; Su-N; Ipana 

toothpaste . 22.4 

Mickey Mouse Club; ABC; W.Th.F-D; 

Ipana toothpaste 19.3 

Playhouse 90; CBS; Th-N; Ipana 

toothpaste 30.7 

Colga le-Palmoli ve 

Big Payoff; CBS; M-F-D; Brisk 
toothpaste, Colgate dental cream . 8.7 

Mighty Mouse; CBS; Sa-D; Colgate 
dental cream 15.5 

Millionaire; CBS; W-N; Colgate den- 
tal cream 24.0 

Strike It Rich; CBS; M,W,Th.F-D: 
Brisk toothpaste, Colgate dental 
cream . 8.2 

Lever Hros. 

Video Theatre; NBC; Th-N; Pepso- 
dent toothpaste & brushes 18.0 

Procter & Gamble 

Brighter Day; CBS; M,W,Th,F-D; 

Gleem toothpaste . 7.0 

Wyatt Earp; ABC; Tu-N; Gleem 

toothpaste 25.2 

People's Choice; NBC; Th-N; Gleem 

toothpaste 20.5 

Queen For A Day; NBC; Tu,Th-D 

Gleem toothpaste 11.7 

Search For Tomorrow; CBS; M-F-D; 

Gleem toothpaste _ 9.8 

This Is Your Life; NBC; W-N; Crest 

toothpaste 24.3 

Loretta Young; NBC; Su-N; Gleem 
toothpaste 23.8 

Sterling Drug 

Modern Romances; NBC; W-D; Dr. 
Ijyons tooth powder . 8.7 

True Story; NBC; Sa-D; Dr. Lyons 
tooth powder _ 



Drug Products 

American Home Prodncis 

D. Edwards; CBS; M-Th-D; Anacin, 
Bisodol, lleet. Infra Rub 11.9 

Love Of Life; CBS; M-F-D; Anacin, 
Bisodol. Ileet, Infra Rub... 8.9 

Name That Tune; CBS; Tu-N; Ana- 
cin .... .. .. .... 19.1 

Secret Storm; CBS; M-F-D; Anacin, 
Ileet, Infra Rub, Outgro... .. .... 7.0 

H C Renietlv 

Today; NBC; F-D; headache powders 



& tablets 



3.9 



Rrislol-Myers 

Arthur Godfrey, M,W-D; Bufferin .. . 9.9 
Alfred Hitchcock; CBS; Su-N; Buf- 
ferin, Minit-Rub liniment 22.4 

Playhouse 90; CBS; Th-N; Bufferin 30.7 

Johnson & Johnson 

Heckle & Jeckle; CBS; Su-D; band- 
aids _. 9.3 

Garry Moore; CBS; F-D; baby prod- 
ucts, band-aids „ 9.1 

Our Miss Brooks; CBS; F-D; baby 

products, surgical dressings 8.2 

Robin Hood; CBS; M-N; band-aids .. 24.0 

Today; NBC; Th-D; back plaster 3.9 

Kendall Co. 

Afternoon Film Festival; ABC; M, 

W-D; Blue Jay corn plasters 3.1 

Captain Kangaroo; CBS; Th-N; Cur- 
ad bandages 12.0 

Circus Time; ABC; Th-N; Curad 
bandages 8.2 

Lewi.s-Howe 

Jonathan Winters; NBC; Tu-N; 
Tums .. ... 7.7 

Luden's 

Captain Kangaroo; CBS; Sa-D; cough 
drops 12.0 

Mennen 

Robert Montgomery; NBC; M-N; 
Baby Magic 19.5 

Alenlholatum 

Bob Crosby; CBS; M-D; chest rubs... 8.7 

Miles I>al»oralor!es 

Broken Arrow; ABC; Tu-N; Alka 
Seltzer 19.2 

Mickey Mouse Club; ABC; M-D; Bac- 

tine, One-A-Day vitamins... 19.3 

News; NBC; W,F-N; Alka Seltzer, 

One-A-Day vitamins .... ... 10.3 

Queen For A Day; NBC: Th-D; Alka 
Seltzer: One-A-Day \-itamins 11.7 

Tennessee Ernie; NBC: Th-D; Alka 
Seltzer, One-A-Day vitamins 5.8 

Norwich Pharmacal 

Arthur Godfrey; CBS; Tu-D; Pepto 

Bismol .. 9.9 

Noxzema 

Perry Como; NBC; Sa-N; skin cream 35.3 

Pharmaceuticals 

Amateur Hour; ABC; Su-N; Geritol, 
Niron, RDX tablets. Serutan, Som- 
inex, Zarumin 6.0 

Sunday News Special; CBS; Su-N; 
Geritol. Sominex, Zarumin 13.7 

To Tell The Truth; CBS; Tu-N; Geri- 
tol, Serutan. Sominex .. 17.9 

Rexall Drug 

Steve Allen: NBC: Su-N; Intracel 

liniment. Rybutol vitamins 26.4 

Tonight: NBC; Th-N; Intracel 4.2 

Sterling Drug 

Detective's Diary; NBC; Sa-D; Bayer 
aspirin — 

Modern Romances: NBC; W,F-D; 
Baver aspirin, Dr. Lyons tooth 
powder, Phillips milk of magnesia 8.7 

True Storv; NBC; Sa-D; Bayer aspi- 
rin. Dr. Lyons tooth powder, Phil- 
lips milk of magnesia .. 

The Vise; ABC; F-N; Bayer aspirin, 
Phillips milk of magnesia 9.8 

Warner-Lambert Pharmaceutical 

Your Hit Parade: NBC; Sa-N; Bromo 
Seltzer .. . ... 22.4 

W. F. Young 

Today: NBC; W-D; Absorbine. 3.9 



42 
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Atomic power in Caesar's day? 



Certainly! 

It was there, in the pround, in the air and water. It 
always had been. There are no more "raw materials" 
today than there were when Rome ruled the world. 

The only thing new is knowledge . . . knowledge of how 
to get at and rearrange raw materials. Every invention 
of modern times was "available" to Rameses, Caesar, 
Charlemagne. 

In this sense, then, we have available today in existing 
raw materials the inventions that can make our lives 
longer, happier, and inconceivably easier. We need only 
knowledge to bring them into reality. 

Could there possibly be a better argument for the 
strengthening of our sources of knowledge — our colleges 
and universities? Can we possibly deny that the welfare, 
progress -indeed the very fate -of our nation depends 
on the quality of knowledge generated and transmitted 
by these institutions of higher learning? 

It is almost unbelievable that a society such as ours, 
which has profited so vastly from an accelerated accumu- 
lation of knowledge, should allow anything to threaten 
the wellsprings of our learning. 



Yet this is the case 

The crisis that confronts our colleges today threatens 
to weaken seriously their ability to produce the kind of 
graduates who can assimilate and carry forward our 
rich heritage of learning. 

The crisis is composed of several elements : a salary 
scale that is driving away from teaching the kind of 
mind most (lualified to teach; overcrowded classrooms; 
and a mounting pressure for enrollment that will double 
by 1967. 

In a very real sense our personal and national progress 
depends ou our colleges. They must have our aid. 

Help the colleges or universities of your choice. Help 
them plan for stronger faculties and expansion. The 
returns will be greater than you think. 



If you wont to know what the college ^^/^ 

crisis meons to you, write for o free book- tA- "'O"^" education 



let to: HIGHER EDUCATION, Box 36, 
Times Squore Stotion, New York 36, 
New York. 





Sponsored as a public service, in cooperation with the Council for Financial Aid to Education 
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3. ALPHABETICAL PROGRAM INDEX 

Sponsored Nighttime Network Programs 6-11 p.m. 



PROGRAM 



COST 



.1 lion Tiiiiiglit: My-F 

I 7 15 MjiI ) 
Adventure Theatre: A-F 

Steve Allen Show: V-L 

Amateur Hour: V-L 

Red Barber's Corner: Sp-L 
Beat the Clock: Q-L 

Hip Miiiiient: Dr-F 

(7/5 start) 
Blondie: Sc-F 

Bold Journey: A-F 
Jim Bowie: A-F 

Broken Arrow: A-F 
Buccaneers: A-F 
Burns & Allen: Sc-F 
Caesar's Hour: \ -L (last 5/25) 

Cavalcade of Sports: Sp-L 

Cheyenne: A-F 

Circus Boy: A-F 

Climax: Dr-L 

Conflict: Dr-F 

Joseph Cotten Show: Dr-F 

Country Music Jubilee: Sc-F 

Crossroads: Dr-F 

Bob Cummings Show: Sc-F 

John Daly News: N-L 

\'ic Damoiie Show: \'-L 

Date With the Angels: Sc-F 
Jimmy Dean: Mu-L 

(6/22 start) 
Destiny: Ad-F (7/5 start) 
Disneyland: M-F 

Dragnet: My-F 

Jimmy Durante: C-L 

Wyatt Earp: A-F 

Doug Edwards News: N-L&F 

Encore Theatre: Dr-F 

(7 6 ~tart) 
Charles Farrell: Sc-F 

(7/1 start) 
Father Knows Best: Sc-F 
Festival of Stars: Dr-F 

(7/2 start) 
Ford Show: V-L (last 6 '27) 
Ford Theatre: Dr-F 
G.E. Theatre: Dr-F 
Godfrey's Scouts: V-L 
George Gobel: C-L 

(last 6/29) 
Billy Graham: Au-L 

(last 7 13) 
Gunsmoke: A-F 

Iligli-Low: O-L 

(7/4 start) 
Hitchcock Presents: My-F 
Robin Hood: A-F 

I've Got a Secret: Q L 
Sp)ike Jones: Mu-L 
* Kraft Tv Theatre: Dr-L 
Key Club Playhou>e: Dr-F 
*Jiiliu« LaRosa: \ -L 



Lassie: A-L 
*Life of Riley 



Sc-F 



Line-Up: My-F <\an 7 
Lone Ranger: A F 



12) 



SI 2,500 

9,750 
63,000 

23,000 

3,000 
18,000 

9,500 

37,500 

8,000 
32,000 

31,000 
24,000 
33,000 
114,000 



35,000 
90,000 
34,000 
55,000 
90,000 
38.000 

18,000 

31,000 
36,000 

6,000tt 

25,000 
(1/2 hr) 
38,000 
20,000 

13.000 
75,000 

35,000 
18,000 

30,000 
9,500tt 

1 1 ,000 

11,000 

38,000 
1 1 ,000 

33,000 
36,000 
45,000 
28,000 
45.000 



38,000 
12,000 

34,000 
28,000 

24,000 
35,000 
34,000 
9,500 
108.000 



34,000 
32,000 

31,000 
24.000 



SPONSORS AND AGENCIES 
Amcr Tobacco, SSC&B; alt wks open 

Amcr Tobacco. BBDO: alf Warncr- 
Lambcrf, SSC&B 

S. C. Johnson, Nccdham, Louis & 
Brorby; Pharmacraff, JWT; Grey- 
hound, Grey 

Pharmaceuticals, Kletter (last 6 23); 
Hazel Bishop, Spcctor 17 1 start) 

State Farm Ins, NLB 

Hard Bishop, Spector (cff 6 21 alt 
sust) 

Amcr Tobacco, SSC&B; Ralston Pu- 
rina, Gardner 

Nestle, B. Houston; Toni, Tatham- 

Laird, C. E. Frank 
Ralston Purina, GBB 

Amer Chicle, Bates; Chescbrough- 

Ponds. Mc-E 
Miles, Wade; Asso Products, Grey 
Sylvania, JWT 

Carnation, Wascy; Goodrich, BBDO 
Babbit, DFS; Benrus, L&N, Knomark, 

Mogul; Quaker Oats, NLB; Wesson 

Oil, Fitzgerald 
Gillette, Maxon 
Gen Elect, Y&R, BBDO & Grey 
Reynolds Alum, Clinton E. Frank, 
Chrysler, Mc-E 

Chesebrough-Ponds, JWT & Mc-E 

Campbell Soup, BBDO; Lever Bros, 
BBDO 

Amcr Chicle, Bates; Williamson- 
Dickie. Evans (alt wks 10-10:30); 
co-op 10:30-11 

Chevrolet. Camp-Ewald 

Colgate, Brown (last 6 27); R. J. 
Reynolds, Esfy (ett 7/4, wkly) 

Du Pont, BBDO (last 6 '7); General 
Cigar, Y&R (last 6 '5) ; 5 days open 

Kellogg, Burnett; alt Oldsmobile, D. 
P. Brother (7 ,10 start) Vi hr open 

Plymouth, Grant 
H. Bishop, Spector 

Gen Foods, B&B; Ford, JWT 

Amer. Motors, BFSD & Ceyer; Amer. 

Dairy, Camp-Mithun: Derby. McE 
L&M. Mc-E; Schick. W&L 
P. Lorillard, L&N 
Gen Mills, DFS; P&G, Compton 
Whitehall, Bates; Brown & Wmson, 

Bates; Hazel Bishop, Spector 

Quaker Oats, Needham, Louis & Bror- 
by (3 ot 4) ; Armour, FC&B 

Whitehall, Bates; Lever. SSC&B 
Scott Paper, JWT 

Purcx, E. H. Weiss; Speidel, NC&K 

Ford, JWT 

Ford, JWT 

Gen Elect, BBDO 

Lipton, Y&R; Toni, North 

Armour, FCB; Pet Milk, Gardener 

B. Graham Evangelistic Asso. 

L&M, DFS; Sperry Rand (1 wk in 4), 

Y&R 
Ford, JWT 

Bristol-Myers, Y&R 

Johnson & Johnson, Y&R; Wlldroot, 

BBDO 
R. J. Reynolds, Esty 
L&M, DFS 
Kratt, JWT 

Mogen David, Weiss (5 31 start) 

Gold Seal, North; S&H Stamps, SSCB; 

Noxzema, SSCB; Sunbeam, Perrin- 

Paus; RCA & Whirlpool, K&E; 

Kimberly Clark, FCB 
Campbell Soup, BBDO 
Gult Oil, Y&R (last 6 7); Lever Bros, 

BBDO 

Brown & Wm'son, Bates; P&G, Y&R 
Gen Mills, DFS; Switt, Mc-E 



PROGRAM 



*Lux Video Theatre: Dr-L 
*Masquerade Party: Q-L 

Meet McGraw: MyA-F 
Meet the Press: I-L 

Millionaire: Dr-F 

Mr. Adams & Eve: Sc-F 

*Arthur Murray Party: V-L 

My Favorite Husband: Sc-F 
Name that Tune: Q-L 
Navy Log: Dr-F 

NBC News: N-L 



Ozzie & Harriet: Sc-F 
Panic: Dr-F 
Pantomime Quiz: Q-L 

People Are Funny; M-F 
People's Choice: Sc-F 
Playhouse 90: Dr-L&F 

Press Conference: I-L 
Private Secretary: Sc-F 
Richard Diamond: MyA-F 

(7/1 start) 
Rin Tin Tin: A-F 
George Sanders Mystery 

Theatre: My-F 
Sclilitz Playhouse: Dr-F 
Phil Silvers Show: Sc-F 
*Sir Lancelot: A-F 

(last 6/24) 
Sgt. Preston: A-F 
* Dinah Shore: Mu-L 

(last 7/18) 
$64,000 Challenge: Q-L 
864,000 Question: Q-L 
Spotlight Playhouse: \-F 

(7 '2 start) 
S.R.O. Playhouse: Dr-F 

Gale Storm Show: Sc-F 

Studio One Summer Theatre: 
Dr-L 

Ed Sullivan Show: V-L 
Summer Playhouse: Dr-F 

(7/2 start) 
Sunday News Special: N-L 
Telephone Time: Dr-F 
Theatre Time: Dr-F 

(7 '25 start) 
This Is Your Life: D-L 
Danny Thomas: Sc-F 

(last 7/18) 
Those Whiting Girls: Sc-F 

To Tell The Truth: Q-L 
*TV Playhouse: Dr-L 

20th Century Fox: Dr-F 
Twenty-One: Q-L 
Undercurrent : Dr-F 

(7/19 start) 
U.S. Steel Hour: Dr-L 
The Vise: Dr-F (last 6/28) 
Mike Wallace: I-L 
The Web: My-F (7, 7 start) 
Wednesday Fights: Sp-L 
Lawrence Welk: Mu-L 
Welk Top Tunes: V-L 
West Point: Dr-F 
\^Tiat's My Line: Q-L 

Jonathan Winters: C-L 
Wire Service: Dr-F 

You Are There: Dr-F 
You Asked For It: M-F 
You Bet Your Life: Q-F 
Zane Grey Theatre: Dr-F 
(last 6 28) 



COST 



43,000 
22,000 

33,000 
7,500 

32,000 
41,000 
• * 

10,500 
23.000 
32,000 

9,500tt 



36.000 
36.000 
8.000 

24.000 
34 000 
117.000 

8.500 
36.000 
13,500 

32.000 
15.000 

36.000 
41,000 
24.000 

32.000 
22,000 

32.000 
32.000 
9,500 

1 1 .500 
39,500 
55.000 

69.000 
10,500 

9,500 
31,000 
12,000 

52.000 
36,000 

1 1 ,000 

22.000 
52.000 

110.000 
30.000 
11,500 

58.000 
19.500 
15.000 
17,000 
45,000 
14.500 
16,500 
40.000 
28,000 

12,500 
77,000 

37,000 
14,000 
51,750 
45,000 



SPONSORS AND AGENCIES 



Lever Bros, JWT 

Asso Products, Grey; (last 7/311, 

Max Factor, Anderson- McConnell 
P&G, Benton & Bowles 

Johns Manville, JWT (last 6/23); jIt 

wks open 
Colgate, Bates 

Colgate, L&N; R. J. Reynolds, Esty 
Purex, E. H. Weiss; Speidel, NC6K 

(last 6,25); Bristol-Myers, Y&R 

(7'1 start) 
Amer Tobacco, BBDO 

Kellogg, Burnett; Whitehall, Bates 

Amer Tobacco, SSCB; U.S. Rubbtr, 

F. D. Richards 
American Can, Compton (last 7 15i 

Miles, Wade; Sperry-Rand, Y&R 

Time-Lite, Y&R; 1 seg & 2 alf segj 

open 

Eastman Kodak, JWT 
L&M, Mc-E; Max Factor, DDB 
Amer Oil, J. Katz; Hamm, Camp- 
Mithun; Time-Lite, Y&R 
R. J. Reynolds, Esty; Toni, North 
Borden, Y&R; P&G, Y&R 

Amer Gas, L&N; Bristol-Myers, BBDO; 

Philip Morris, Burnett 
Corn Prod, C. L. Miller 
Lever, OB&M; Sheaf fer. Seeds 
Gen Foods, B&B 



Nabisco, K&E 
Pabsf, Burnett 

Schlitz, JWT 

P&G, Burnett; R. J. Reynolds, Esty 

Amer Home Prod, Bates: Lever Bros. 
SSCB 

Quaker Oats, WBT 
Chevrolet, Camp-Ewald 

P. Lorillard, Y&R; Revlon, BBDO 
Revlon, BBDO 

Pet Milk, Gardner; alt S. C. Johnson 
FCB 

Whitehall, Bates; Helene Curtis, Lud 
gin 

Nestle, B. Houston; Helene Curtis 

E. H. Weiss 
Westinghouse, Mc-E 

Lincoln-Mercury, K&E 

Armstrong Cork, BBDO; alt wks opei 

Pharmaceuticals, Kletter 
Bell, Ayer 

Armour, FCB; Kimberly-Clark, FCB 
P&G, B&B 

Armour, FCB; Kimberly-Clark, FCB 

Cen Foods, Y&R; alt Max Factor, An 
derson-McConnell ^ 

Pharmaceuticals, Kletter v 

Alcsa, Y&R; Goodyear, Fuller. Smit 
& Ross 

Revlon, C. J. LaRoche 

Pharmaceuticals, Kletter 

P&G, Y&R; Brown & Wm'son, Bjtt 

U.S. Steel, BBDO 
Sterling Drug, DFS 
Philip Morris, Ayer 
P&G, B&B 

Mennen, Mc-E; Miles, Wade 
Dodge, Grant 

Dodge & Plymouth, Grant 
Gen Foods, B&B 

Helene Curtis, Ludgin; Sperry-Ran( 
Y&R 

Lewis-Howe, DFS 

Miller Brewing, Mathiesson (h 

6/17); open 
Prudential, Reach, McClinton 

Skippy Peanut Butter, GBB 
DeSoto, BBDO; Toni, North 
Ford, JWT; Gen Foods, B&B 



•Oolor show, (L) Live, (F) Film, ttCost is per segment. List does not include 
sujitaiainB, participating or co op programs — see chart. Costs refer to average show 
co«ts including talent and production. They are gross (include 15% agency com- 
miBsion). Tliey do not include commercials or time charges. This list covers period 
**Tnlcnt and production costs are carried hy A Murray. 



of 6 Julv thru 2 Ausr. Prosram types arc indicated as follows: (A) Adventu 
(Au) Audience Participation, (C) Comedy, (D) Documentary, (Dr) Drama, < 
Interview, (J) Juvenile, (M) Misc., (Mu) Music, (My) Mystery, (X) News, ( 
Quiz, (S) Serial, (Sc) Situation Comedy, (Sp) Sports, (V) Variety. 

Listing continues on page 



GREEN BAY 




6IY 



PERSONAL SERV 





SMALL CITIES & BIG FARMS...360,000 FAMILIES 



I 




SPO.N.xOK • 0 JL LV 195 i 



45 




4. NIGHTTIME 



C O 




P A II 



SUNDAY 

ABC CBS NBC 



MONDAY 

ABC CBS NBC 



TUESDAY 

ABC CBS NBC 



a; 

1 



The Last Word 
sust 



Meet The Press 
Johns Mtnrlile 

(last 6/23) 
alt sust 



You Are There 
Prudential 



Cowboy Theatre 
sust 

I (6:30-7:30) 



D Edwards 

Brwn & Wmson 



No net service 



D Edwards 

WTiltehall 



|You Asked for It 
Sklppy Peanut 
Butter 



Lassie 

Campbell Soup 



Sports Focus 

sust 



Hollywood 
Film Theatre 
partic 

(7.30-9) 



My Favorite 
Husband 

Amer Tobacco 



Cowboy Theatre 

sust 



John Daly News 
Oenl CleiT 
(elT 6/1 n. sust) 



Circus Boy 
Rcjrnolds Alum 



N o net servi ce 

D Edwards 

Brown & Wmson 



Sports Focus 

sust 



Wire Service 
B. J. Reynolds 



Robin Hood 

Johfison & Jhsn 
alt Wlldroot 



|ohn Daly News 

Oenl ClgtT 
(eff 6/11. sust) 



Georgia Cibbs 
sust (7/1 start) 



News 

A Can (last 7/13) 
alt sust 



Cheyenne 
Oen Electric 
(alt wks 
7:30-8:30) 



No net service 



D Edwards 

\Miltehall 



.Name That Tune 
WTiltehsll alt 
Kellogs: 



Andy Williams 
June Valli 

sust 



News 
sust 



Sporl •'5 ■ 



John [fTj^J 
Gm tin 
(eff S~, 



Disilir 
Ame In 

Ami b> 
DerlF*. 
(7:2 - 



Hollywood 
Film Theatre 



Ed Sullivan 

Lincoln-Mercury 
(8-9) 



Steve Allen 

S. C. Johnson 
(7/7 start) alt 
riiarma. Oreyhound 
(7 14 start) 



Wire Service 
Miller Brewing 
(last 6/17) 
alt sust 



Burns & Allen 

Carnation alt 
Goodrich 



Sir Lancelot 

Am Home alt Lerei 
(last 6/24) 
Charles Farrell 
Whitehall alt L^vei 



Conflict 

ChesebrouKh- 
I'onds 
(alt wks 
7:30-8:30) 



Hollywood , . , „. 

Film Theatre ' " Sullivan 



Steve Allen 

(8-9) 



Bold Journey 

Ralston-Purlna 



Talent Scouts 
Upton 
alt Ton! 



Action Tonight 
(7/15 start) 
Amer Tobacco 
alt sust 



Wyatt Earp 
Gen Mills 
ait P&O 



Phil Silvers 
P&G 
til 

R. J. Reynolds 



Festival of Stars 
Purei alt 
Speidel 



Private 
Secretary 
Lever alt Sheaffer 



Panic 
L&M alt 
Mai Factor 



Dis I 



Amei m a 
D.S I 



Amateur Hour 

Phsrmaceutlcals 
(9-10) (last 6/23) 

Flight No. 7 
(6/30 start) sust 



C. E. Theatre 

Gen Electric 



Tv Playhouse 

Goodyear alt 
Alcoa 



Press Conference 
Corn Prod 



Those 
Whiting Girls 

Gen Foods alt 
jrsx Factor 
(7/1 start) 



Twenty-One 
Ptiannaceutlcils 



Broken Arrow 

Assoc Producta 
alt Miles 



To Tell The ' , ^ 

Truth f^set McGraw 
Pharmaceuticals | P&O 

i 



Industries 
For America 

sust 



Hitchcock 
Theatre 

Bristol-Myers 



Tv Playhouse 



Welk Top Tunes 
New Talent 

Dodge-Plymouth 
(9:30-10:30) 



Richard Diamond, 
Priv Detective 

Gen Foods 



Arthur Murray 
Party 

Bristol-Myers 



Telephone Time 

BeU 



Spotlight 
Playhouse 
Pet Milk alt 
S. C. .Tohnson 



Summer 
Playhouse 

Armstrong 
alt sust 
(7a2 stsrt) 



Foro 



r 



Mike Wallace 
Philip Morris 



$64,000 
Challenge 

Revlon alt 
P. I-orlllard 



The Web 

P&O 



Welk Top Tunes 



Studio One 
Summer 
Theatre 

Westlnghouse 



Amateur Hour 

H. Bishop 
(7/1 start) 



It's Polka Time 
oo-op 



S64,000 
Question 
ReTlon 



Nat King Cole 

sust 
(7/2 start) 



Wt» 

Meni 
(1 



I 



What's My Line 

Sperry-Rand 
alt H Curtis 



No net service 



Studio One 
Summer 
Theatre 



Heavyweight 
Title Fight 

(7/29 only) 
Buick. (10-conci) 



Spike Jones 

L&M 



No net service 



Fam' F" 
(10 • 
(7 » 
t 



Index continued . . . Sponsorcd Daytime Network Programs 7 a.m. -6 p.m. 



PROGRAM 



COST 



SPONSORS AND AGENCIES 



As the World Turns: S-L 
Baseball Game of Week: 
Sp-L 

Big Payoff; Q-L 
Bridge & Groom: Au-L 

(7/1 start) 
Brighter Day: S-L 
Capt. Gallant: A-F 
Comedy Time: Sc-F 



Bob Crosby: V-L 



Detective Diary: A-F 
Edge of Night: S-L 

Five Star Comedy: J-L&F 
Fury: A-F 

Arthur Godfrey: V-L 



$ 3,400tt 



6,000tt 
2.600n 



10,000 wk 
31,000 



rerun 



3,150tt 



8,000 
17,000 wk 

6,000 

33,000 
4,150tt 



JWT (7/16 
(7/17 start); 
start); Gen 



P&G, B&B; 5 segs open 

Falstaff Brewing, DFS; Amer Safety 
Razor, Mc-E; Philip Morris, Burnett 

Colgate, Houston 2 days open 
Toni, North; 4 days & 1 alt day open 

P&G, Y&R 
Heinz, Maxon 

Kraft, JWT; Lever, BBDO; Welch, R. 
K. Manhoff; Chesebrough- Ponds, 
start); SOS, Mc-E 
Miles, Wade (7/11 
Foods. Y&R (7 12 
start); 3 segs & 3 alt segs open; 1 
seg co-op 
Gen Mills. Knox-Reeves; Gerber, 
D'Arcy; SOS, Mc-E, (last 6/28); 
Swift, Mc-E; Toni, North; 5 segs 
& 2 alt segs open 
Sterling Drug, DFS, Vi spon 
P&C. B&B; Stand Brands, JWT (7/1 
start); Pet Milk, Gardner (7/3 
start); 3 segs & 1 alt seg open 
Joe Lowe Corp, Paris & Peart 

Cen Foods, B&B; Borden, Y&R 
Bristol-Myers, Y&R; Florida Citrus, 
B&B; Cen Foods, Y&R; Mutual of 
Omaha, Bozell & Jacobs; Scott Pa- 



PROGRAM 



Arthur Godfrey — Cont'd 



Guiding Light: S-L 
Gumby: J-L 
Howdy Doody: J-L 

It Could Be You: Q-L 



Art Linkletter: V-L 



Love of Life: S-L 
Lone Ranger: A-F 
Major League Baseball: 
Sp-L 

Meciical Horizons: D-L 
Mickey Mouse Club: J-F 



COST 



SPONSORS AND AGEMES 



10,000 wk 

3,500tt 
24,000 

3,000tt 



4,000tt 



10,000 wk 
18,000 



22,000 
5,040 to 
6,300tt 



per, JWT; Sherwin ViJ 
F&S&R; Simoniz, Y&R; 5li 
Brands. Bates; Bauer & JUn 
Burnett. (7/4 start); 3 sefW 

P&G, Compton 

Sweets Co., Eisen 

Cont Baking, Bates; Sweets Cc£iie 
Vz open alt wks 

Amer Home Prod, Bates, Ge' . 
mour, T. Laird; Brillo, JV 
6/21); Brown & Wm'son >«f 
Csrn Prod, C. L. Miller; llx 
Culver, Wade; P&G, DFS; 
Rich K. Manoff (last 6/6 V 
Labs. Wade (7/11 start 
Foods. Y&R (7/3 start) 
brough-Ponds, JWT (7/16 rt 
seg & 4 alt segs open 

Campbell Soup, Burnett; Hl«« 
Burnett; Lever Bros, BBDI P' 
bury, Burnett; Simoniz, Y& Sf** 
Brands. JWT; Swift, Mc-E I 
open 

Amer Home Prod, Bates 
Gen Mills, DFS; Nestle, Mc-I 
R. J. Reynolds, Esty, V* sP°n 

Ciba, JWT 

Amer-Paramount, Buchanan; m 
Tat-Laird; Bristol-Myers, K 
Coca Cola, Mc-E; Gen Fo« 
FC&B; Carnation. Wasey; C W 
Knox Reeves; Mattel, Can f 



1 



(GRAPH 



6 JULY - 2 AUGUST 



■X 



D4ESDAY 



NBC 



THURSDAY 

ABC CBS NBC 



ABC 



FRIDAY 

CBS 



NBC 



SATURDAY 

ABC CBS NBC 



, li 



D Edwards 
Wliiiehill 



D Edwards 
Jtrmin »1t Win* m 
• It II l!l ll r(. 



Sportt Focul 

null 



No net service 



Sporit Fecut 
null 



.li 

i 



Hel>-n O'Conncll 
■u«i 



News 
Timr lit luu 



|ohn Daly News 
Mil rnni 
riT II 13 lutt) 

Lone Rjnger 
C.en Mill! lit 

Snlft 



D Edwards 
Wlillehtll 



Sgf. Preston 
Uuikor Oiti 



No net service 

_ D Edwjrds 

|ohn Daly Newt Jlnmn A Wmiti 

llu I'nnl lit II III ll ,(1 
i-(T II luit) 



Shore " IS) 

Wiiiiamt Valli 
(7 'i't iilartl luit 

News 
Spfrrr Rand 



Rin Tin Tin 
Ntblioo 



BcJt the Clock 
II ni>h<^ 
(r(T r. ;i 
• It luill 



Helen O'Conncll 

lUlI 

^ News 

1 MllM 



Midwestern 
Hayridc 
>u t 

» t»rt> 



Buccaneers 
SylTinli 



People Ar» 
Funny 
TrmI lit 
H. J Rrrnoldi 



Masquerade 

Party 
Atfo rnnliictj 

(ii<t : 311 

• It Mtl Kaftor 



Father Knows 
Best 
Scolt ]*ap«r 



The Big 
Picture 
sust 
(T I iltrt) 



Enterprise 
(7 I jitri) 



Bob Cummings 
it J UrynoUii 



Climai 
Oiryiler 
(8:30-9. -30. 



You Bet Your 
Life 
DeSoIo lit 
Tool 



Dragnet 
U^M lU Schick 



|im Bowit 
Amrr Clilcla lit 
OiMrbrwih- 
ronili 



Crossroads 



West Point 
On Ki-"li 



Zane Crey 
(lill ft ;^| 

Destiny 
17 Hard 
Kw.li alt Ford 



Blondie 
Tonl alt 
.N'MtIg 



Life of Riley 
li<'Ter Jlro% 



Billy Graham 
It Graham 
Kiansrllltlr Atlu 

M 9) 
(la I 7 l.'l) 

Billy Graham 

7 :«) Ti! \ 



Jimmy Durante 
1' Iy>rl larl 



Two For The 
Money 
■uit 



Julius La Rou 



Klmtrrli-r- Clark, 
RPA ft WTilrlp'ol 
•J'jnbeam. NoiMTDa 
HA II 8iampi. 
Cold fVal 



|i Kraft Theatre 
Kraft 19 101 



Danny Thomas 

(last 7 IM 
Theatre Time 

(7 15 start) 
Vrm alt Kim Clark , 



Climai 



People's Choice 
llnrdrn alt I'.^G 



Key Club 
Playhouse 
Moetn David 



Mr. Adams 0 Eve 
Coliaig alt 
R. J Renioldi 



Jos Cotton Show 
I (^ampbrll alt 



Lawrence Welk 
l)o<tie 
(010) 



Gale Storm 
.\>itl« alt 
nelefia Curtia 



Sanders Mystery 
Theatre 
I'aLit 



t-"e' Kraft Theatre 
Ida 



Compass 



Playhouse 90 
Amrr Oai 
alt 

Briitol Mjr«r« 



Ford Show 
(lau <t ■-•7) 
High-Low 
7 » itart) 
Ford 



Vl»i- StrrllnR 
(latl R 2.<i| 
Date With Angels 
I'lymnuth 
7 j I tart) 



Schlitz 
Playhouse 

Srhlltz 



Big Moment 

.\mcr Tntiaoco 
alt 

Ral Purina 



Lawrence Welk 



S.R.O. Playhouse 
Mtillfhall all 
llclrng Curtli 



Dollar 
A Second 
■uit 



NHr 

111 



This Is 
Your Life 
TAG 



Focus 
■uit 



Playhouse 90 
Thlllp Mvrli 
alt 

Briitol Mjen 



Lux Theatre 
l.erer 
(10 III 



» Hr 

«11) 



No net service 



Date With Angels 
■ lym th (lajt « 2«) 
7 .'i— Tll A 
The Big Beat 
|7 13 UartI luit 



Playhouse 90 
lust 



Line-Up 
(last 7 12) 
Undercurrent 
7 10 »t) r&O alt 
lirwm & Wmicn 



Cavalcade of 
Sports 
r.lllette 

(lOCOtlfl) 



Country Music 
Jubilee 
Am (TYilfle 
alt 

Wllllamioo Dldtle 



Gunsmoke 
LAM alt 
.*^pprTT-Rand 



Ceori;e Gobel 
.\rm all l>t Milk 
(la.l «/20l 
Encore Theatre 
Quaki-r maj). .\rrr 



Lui Theatre 



Pantomime Quiz 
Amfr nil 
A Tlamm 
alt Time 



Red Barber 
St Farm Ini 



Country Music 
Jubilee 



Jimmy Dean 
II I!lihot> 
ir, 23 itarl) 



Adventure 
Theatre 
Am*T Tobacco 
alt 



PROGRAM 



"., ev .Moii,-e- Cont'd 
w 

i*ty Mouse; J-F 
crn Romances: S-L 



^^^^ Moore: V-L 
*-« 

M 

; f'lMiss Brooks; Sc-F 

! f» 

iti 

1 ' 

i Is Right: O-L 

«! • 



1 n for a Dav: Au-L 



[j'l [Jjii for Tomorrow: S-L 



COST SPONSORS AND AGENCIES 

erts; Miles. Wade; Minn Mining. 

BBDO; Pillsbury, Burnett; SOS, 

Mc-E; 8 segs co-op 
20.000 Gen Foods, BCrB; Colgate, Bates 

2,700tt Alberto Culver, Wade (last 6 IB); 

Corn Prod, C. L. Miller; Kraft, 

JWT; Sterling. DFS; Sweets Co. 

Eisen (last 6 IB); Brillo, JWT (7/2 

start) ; 1 alt seg open 
3.600tt Bird & Son. H. Alley & Richard:, (last 

7 291; Campbell. Burnett; Hoover, 

Burnett; Swift, JWT, Mc-E, Toni, 

North; 3 segs Cr 4 alt segs open 
rerun Best Foods. DFS (last 6 25); Gerbcr, 

D'Arcy; Johnson Cr Johnson. YCrR; 

Nestle. Mc-E; Gen Mills, DFS (6 14 

start); 6 segs open Cr 4 alt segs 

open 

3,170+t Lever Bros. BBDO; Chcscbrough- 
Ponds, JWT (7 16 start); Gen 
Foods. Y&R (7 3 start); SOS. Mc-E 
(7 17 start); 6 segs Cr 3 alt segs 
open 

3,000tt Amer Home Prod, Bates, Geyer; Bor- 
den. YCrR (last 6 261; Brown Cr 
W'mson. Seeds: Corn Prod, C. L. 
Miller; Dixie Cup. Hicks Cr Greist; 
Miles. Wade; Minn Mining. BBDO; 
Sandura, Hicks Cr Creist; Stand 
Brands, Bates; Sunkist, FCB; Toni, 
North: PCrG, Comptcn; SOS. Mc-E 
(7 12 st^rt); 1 seg Cr 1 alt seg 
open 

10,000 wk PCrG, Burnett 



PROGRAM 



COST 



Secret Storm; S-L 
Strike It Rich: V-L 
Tic Tac Dough: Q-L 



True Story: Dr-L 

Truth or Consequences: Q-L 



N'aliant Lady: S-L 



Wild Bin Hickok: A-F 



9,500 wk 
15,000 wk 
2,500tt 



1B,000 
3,450tt 



10,000 wk 



27,000 



SPONSORS AND AGENCIES 
Amer Home Prod Bates 
Colgate, Bates 

Church & Dwight. JWT; Kraft, JWT; 
Minn Mining, BBDO; PCrG, DFS; 
Stand Brands. Bates; Toni, North; 
Amer Home Products. Ceyer I7 10 
start) ; SOS, Mc-E (7 12 start) ; 

2 alt segs open 
Sterling Drug, DFS, \'i spon 

Lever Bros. BBDO: Alberto Culver. 
Wade (8 1 start); Miles Labs, 
Wade 1 7 11 start); Cen Foods. 
Y&R '7 12 start); 6 segs Cr 1 alt 
seg open 

Nestle, Mc-E (last 6 271; Stand 
Brands. JWT (last 7 P: Tom, 
Tatham-Laird ; Wesson. Fitzgerald; 

3 days Cr 1 alt seg open 

Kellogg. Burnett 



Specials and Spectaculars 



PROGRAM 



COST 



Patterson-Jackson nea\7- 
weipht Title Fight: Sp-L 

Producer"* ^ho^vca-e: 
Dr-.Mu-L 



S175.000 



320.000 



SPONSORS AND AGENCIES 
Buick. Kudner — 7 29 



RCA-Whirlpool, 
Mc-E— 7 22 



KCrE; John Hancock. 




DAYTIME 



C O 




P 



10:00 
10:15 
10:30 
10:45 
1 1:00 
11:15 

11:30 
11:45 



12:15 
12:30 
12:45 

1:00 
1:15 
1:30 
1:45 
2:00 
2:15 
2:30 
2:45 
3:00 
3:15 
3:30 
3:45 
4:00 
4:15 
4:30 
4:45 
5:00 
5:15 
5:30 
5:45 



ABC 



SUNDAY 

CBS 



NBC 



ABC 



MONDAY 

CBS 



NBC 



ABC 



TUESDAY 

CBS 



NBC 



Lamp Unto My 
Feet 

iUlt 



Carry Moore 

Campbell Soup 

Lever Bro« 
alt 

(last 7/29) 
Bi r d fe S on 



Home 
panic 
10-11 



Carry Moore 
Hocrrer 



Home 
panic 



Look Up & Live 
■ust 



Arthur Codfrey 
Stand Brandt 

Stand Branda 



Home 



Arthur Codfrey 
Mutual or Omaha 



Home 



Eye On 
New York 

sust 



Bristol-Myers 
Brlstol-Mjer« 



Price Is Right 

sust 



Price Is Right 
■utt 



Camera Three 
sust 



Strike It Rich 
Colgate 



Truth or 
Consequences 

sust 



Strike It Rich 
Coleate 



Truth or 
Consequences 
sust 



Let's Take Trip 
lust 



Valiant Lady 

Stand Brands 
(last 7/1) 



Love of Life 

Amer Home Prod 



Tic Tac Dough 

P&G alt 
Churcli & Dwlglit 
Tonl alt P&G 



Valiant Lady 
Wesson Oil 



Love of Life 
Amer llome Prod 



Tic Tac Dough 

Stand Brands 

P&G 



Wild Bill Hickok 

Kellogg 



Search for 
Tomorrow 

P&G 



It Could Be You 

sust 



Cuiding Light 
EM 



Amer Home Prod 
(last 6/21) 
alt P&G 



Search for 
Tomorrow 

P&G 



: Could Be You 

riie^e-Ponds 
(7/16) alt sust 



Cuiding Light 
P&G 



AI-Culv (last 6/1'il 
alt P&G 



Heckle & leckle 

EUSt 



News 
(1-1:10) sust 



Stand Up & Be 

Counted 
lust 



Close-Up 

co-op 



News 
(1-1:10) luit 



Stand Up & Be 
Counted 

SUEt 



Close-Up 
e«-op 



No net service 



As the World 
Turns 

P&G 



P&G 
(eff 7/1, su?l) 



Club 60 

co-op 



As the World 
Turns 
P&G 



Club 60 
c«-op 



P&G 
— ir lf 7/a, iuil) — 

Our Miss Brooks 
Best Foods 
(last 6/25) 
alt luit 



No net service 



No net service 



Our Miss Brooks 
sust 



Club 60 



Art Linklettcr 
Stand Brands 



Bride & Croom 

Ton! alt sust 



Campbell Soup 



Club 60 



Art Linkletter 

Kellogg 



Bride & Croom 

FUSl 



No net service 



Afternoon Film 
Festival 

(3-4:30) 
panic 



Big Payoff 

Colgate 



Matinee 

(3-4) 
partlc 



Afternoon Film 
Festival 
(3-4:30) 
partlc 



Big Payoff 

(Colgate 
(eff 7/2. susl) 



Matinee 

(3-41 
partlc 



No net service 



Mr. Wizard 

sust 



Afternoon Film 
Festival 



Bob Crosby 

sust 

Gerber alt 
sust 



Matinee 



Afternoon Film 
Festival 



Bob Crosbv 

Wesson Oil 



Be«r Foods 
(efr 7/2. east) 



Matinee 



Face The Nation 

sust 
(eff 6/23. 
no net sen'ice) 



Youth Wants 
To Know 

alt 

Amer Forum 

sust 



Afternoon Film 
Festival 



Brighter Day 

P&G 



Secret Storm 

Amer Home Prod 



ueen for a Day 

Amer Home Prod 
(last 6/24 ) 

Tonl alt BronTi 
& Williamson 



Afternoon Film 
Festival 



Brighter Day 

P&G 



Secret Storm 
Amer Home Prod 



Queen for a Day 
S Und Brand s 

Borden (last C/2.'l 
Stand Brands 



World News 
Round Up 

sust 

(off 6/23. 
no net service) 



Zoo Parade 

sust 



No net service 



Edge of Night 
P&G 



P&G 



P&G 
(eff 7/1) 
Stand Brands 



viodern Romances 
Sterling Drug 



No net service 



Edge of Night 
P&G 

r&r, 

(eff 7/2. EUSt) 



P&G 



Modern Romance 
sust alt Culver 
(last 6 is) alt 
Brillo (7/2 slarl) 



College News 
Conference 

sust 
(eff 6/23, 
no net service) 



Face The Nation 

sust 
(6/23 start) 



Frontiers of 
Faith 

sust 



Mickey Mouse 
Club 

co-op 

co-op 



Comedy Time 

EUSt 



Mickey Mouse 
Club 

co-op 

co-op 



Comedy Time 

Chese-Ponds 
(7/16 start) 
(alt sust) 

sust 



Open Hearing 
sust 



World News 
Round-Up 

sust 
(6 23 start) 



Outlook 

sust 



Con Cola 

Miles alt 
Minn Mining 



HOW TO USE SPONSOR'S 
NEW NETWORK. TELEVISION 
COMPARAGRAPH AND INDEX 



1 he network schedule on this and preceding pages (46. 47) 
includes regularly scheduled programing on the air between 
6 July and 2 August (with possible exception of changes 
made by the networks after presstime). Irregularly sched- 
uled programs to appear during this period are listed 
as well, with air dates. The only regularly scheduled pro- 
grams not listed are as follows: Tonight, NBC, 11:30-12:30 



(GRAPH 



6 JULY - 2 AUGUST 



ilNESDAY 

IS NBC 



THURSDAY 

ABC CBS NBC 



ABC 



FRIDAY 

CBS 



NBC 



Cirry Moore 
I'Uti puts (ilMi 
a I I .1 
■ It lU ( 

Swift 



SATURDAY 

ABC CBS NBC 



Mr* 

Ti. 



Cor«y 



Home 
p&rtle 



Home 



Price Is Right 
li i ..I. : i It 

Alt U«t 

SI IS : 17 lUrt) 



C.irry Moore 
.N'«ftl9 att toit 

TiKil alt luil 



Arthur Co3rrcy 
n Fi--i iiu • 

Uuurr ,V Illuk 
i; I Hurt 

Scitt rtprr 



Home 
pirdr 



Homo 



J<ihiuinn Ac J'»hni« 
lit Til I'lrklnf 

I<rTI»r 



Home 
panic 



Home 



Cipt Kangaroo 

• Ult 

I lu < 



Mighty Mouto 
<len t'(xidi ■!( 
0>lf lie 



Howdy Doody 
0»»tln#niil 
Uiklnc ill 



Cumby 

- i-«-t IV> 



77 

6^ 



Truth or 
Consequences 

Leter 



l.rll f'l. 1> 
HorMa I'llnii 



Price Is RiRht 
■u>i 



Yir.lliiT lit 
ritli I'lite Glui 
III I >■ -•< 
Slilcy all HOS 



Price Is RiRht 



strike It Rich 
Coleile 



' — TruTti or 
Consequences 

ir t 

M i-u ^ I tan 
III Mllri IT 11 ir 



Strike It Rich 
Collate 



Truth or 
Consoquences 
; y ..If : I." • 
alt lu t 



Susan's Show 

■ Ult 



Fury 
alt Bordro 



It's A Hit 

■ Ult 



Cjpt Cjllant 



«1 — 



Tic Tjc Dough 
\in ll'inr I'ri"! 
r 10 lUrll 
lit aiKt 
l'\0 



It Could Be You 
O K...11 T 3 >ti 
alt Anil'Hjr 



Hrintn *v V\ mson 
I all Cnin I'rpil 



n 

1 




bT" 

r* 


Closc-Up 

CO- op 


Vi 

a 

) 


Club 60 

co-op 


t ki 


Club 60 


It Ult 




kir 


Bride & Groom 

lUSl 



V^li^nt Lady 
Tonl lit 
(lait I) 27) N.' tie 

Love of Life 
Amer Ilomp I\rxl 



Search for 
Tomorrow 



Culding Light 
TAP 



Tic Tjc Dough 
Kraft 

MlruiMota MInlni 
alt PAO 

'M CouliTBcrTai 
M fill > I <tar' 
■ It ^tllr1 7 I I > 
\'\r, i; L'O tiart 
alt linil) 



Valiant Lady 
fu t 



Love of Life 
Amer Home I*n^l' 



Tic Tjc Dough 
MIS 7 I'J i4rt' 
all RU t 
I'AO 



Search Tor 
Tomorrow 
TAO 



-iranit<rB(rTou 

Amer Homo I*roi) 

lit fUlt 



Guiding Light 
TAG 



News 
(1-1:10) luft 



Stand Up & Be 
Counted 

lUlt 



Closc-Up 

coop 



(1 



News 
1:10) lUft 



As the World 
Turns 
PAO 

I'\f; 
flT 7 I. siKt) 



Club 60 

co-op 



stand Up & Be 
Counted 

iUit 

As the World 
Turns 
p&r. 



I'Ai; 1 7 ' flan 
alt foni I'n.I 



Close-Up 

co-op 



I'Ad 
rf! 7 5. fUSi) 



Club 60 

co-op 



Big Top 

■ Ult 



True Story 
Ptor Irit Vrut 



Big Top 



Detective Diary 
Strrllnt Unii 



Lone Ranger 
r.en MIlIi 
111 N'citlft 



No net service 



No net service 
Dizzy Dean 

lUlt 

(1 ri-1 -s'.) 



No net service 



4* 



Our Miss Brooks 
Neitle lit luft 



Art Linkletler 
KcUof c 



IMIIibury 



Club 60 



Bride & Groom 

9U9t 



Our Miss Brooks 
suit irIT i: 111 
r, \U\U alt fUst 



Johnion A Johnior 
lit rm 

Art Linkletter 



Swift 



Club 60 



Bride & Groom 

eu^t 



Baseball Game 
of the Week 
(1:55-4:30) 
FilatitT Drewlnj 



No net service 

Leo Durocher's 
Warmup 

co-op 



Baseball 
(con't) 
Amer Safety n»ior 
rtilllp Mm-lf 



Major League 
Baseball 
(2 30-ooncl) 
n. J Ri-rnoidi 
'-i ftxm 



I 

u 



Matinee 
(3-41 
pinic 



Afternoon Film 
Festival 
(3-4:30) 
panic 



Big Payoff 
Collate 

(err 7 I. lust) 



Matinee 
(3-4) 
pirtio 



Afternoon Film 
Festival 
(3-4:30) 
r»rtlc 



Big Payoff 
CoUate 



Matinee 
(3-4) 
pirtlc 



Matinee 



Afternoon Film 
Festival 



Bob Crosby 
Trml alt fusl 



Matinee 



Afternoon Film 
Festival 



Bob Crosby 

SOS fi 2'*) 

alt sust 



Matinee 



r,rn M lis alt 



Baseball 



Baseball 



\ CO- 00 



t Mi 



Queen for a Day 
DlTle Cup lit 

S.in lura 

Tin »t 

I'rml 



Am I[»nie 
I''"-" 



Afternoon Film 
Festival 



Brighter Day 
PAO 



Secret Storm 
Amer Home Pm«l 



Queen for a Da) 

SurJtlit lit 
Minnesota MInlni 

Mllei 



Afternoon Film 1 
Festival 



Brighter Day 
PAO 



Secret Storm 
Amer Home Prod 



PAO 



* 



Modern Romance 
Com Pio,l lit 
Sterling DrMj 



No net service 



Edge of Night 
PAO 



PAO 



PAO 

7 I tujt) 



Modern Romance s 
Krift 



Queen for a Da) 

SOS 7 12 ^tart 
sust 

Amer llnme T*ir. 
lit Com rro.1 



No net service 



Edge of Night 
PAO 



PAO 



PaO 



Modern Romancifs 
Sterling Drag 
—rrrr. — fr^ 



Baseball 



No net service 



Comedy Time 
l^Ter 



I SOS 7 i; •itartl 
alt <u<t 



Mickey Mouse 
Club fooP 

PUIsburr lit 
Am Pir 



Bristol- Mrcrj 
Gen Fooilj 



Comedy Time 
Krift 

Mile-! 7 H star 
alt U>lrti 



Mickey Mouse 
Club 

CO- op 

co-op 



Pen Mills 
Oen Mtlli 



Comedy Time 
suit 

1. ! 



y ..Is 
alt 



s st 



Five Star 
Comedy 
J »e Ix«re rofp 



No net service 



No net service 



•I 



p.m., Mon(Jay-Friday, participating sponsorship: Sunday 
Sens Special CBS, Sunday. 11-11:15 p.m.. sponsored by 
Pharmaceuticals Inc.; Today, NBC, 7:00-9:00 a.m., Mon- 
day-Friday, participating: The Jimmy Dean Shotv, CBS, 
7:00-7:45 a.m., Monday-Friday, participating: Captain 
Kamcaroo. CBS, 8:00-8:45 a.m., Monday-Friday, 9:30- 



10:00 a.m.. Saturday, participating: .Veir.<, CBS. 7:15-8:00 
a.m. and 8:45-9:00 a.m., Monda\ -Friday. 

All times are Eastern Daylight. Participating sponsors 
are not listed because in many cases they fluctuate. 

Sponsors, co-sponsors and alternate-week sponsors are 
shown along with the names of programs. Agencies, brands, 
costs and ratings appear in separate listings i>n pages 40. 44. 



I 




A weekly listing of changes 

in the advertising and broadcast fields 



^ NEW AND RENEW 




NEW ON TELEVISION NETWORKS 



SPONSOR 


AGENCY 


STATIONS 


American Home Products, NY 


Y&R, NY 


NBC 91 . 


American Machine & Foundry, NY 


Fletcher D. Richards, NY 


NBC 


Hazel Bishop, NY 


Raymond Spector, NY 


CBS 94 


Brillo, NY 


JWT, NY 


NBC 


Brown & Wir. ■>n, Louisville 


Bates, NY 


NBC BO 


Bristol-Myers, N ,' 


DCSS, NY 


NBC BO 


Carter Products, NY 


SSC&B, NY 


NBC BO 


Max Factor, Hollywood 


Anderson-McConnell, LA 


CBS 160 . 


General Motors. Detroit 


Kudner, Detroit 


NBC . . 


Mentholatum, Buffalo . 


JWT, NY 


NBC 


Mentholatum, Buffalo . 


JWT, NY 


NBC 


Mentholatum, Buffalo 


JWT, NY 


NBC 


Mentholatum, Buffalo 


jWT, NY 


NBC . . 


Philip Morris, NY . . , 


. Burnett, NY 


NBC 


Nestle, White Plains 


. Mc-E, NY . .. ..... 


. CBS 74 


Ppt Milk, <;t 1 niii< 


C;irHnpr, St. loui< 


CBS 139 


<;t;inH;irH RranHc, NY 


rompton, NY 


. CBS 139 .. 


Star-Kist Foods, Terminal Is, Calif ... 


Honig-Cooper, SF 


. NBC 62 



PROGRAM, time, start, duration 

People's Choice; alt Th 9-9:30 pm; 10 Oct; 52 wks 
NCAA Football; 'A spon 3 reg'l g^mes (Eastern, Big Ten 
Conference, Pacific Coast); Su 12, 26 Oct; 9, 23 Nov only 
Jimmy Dean Show; Sa 10:30-11 pm; 22 June; 13 wks 
Bride & Groom; alt Tu 2:45-3 pm; 10 Sept; 52 wks 
57th Annual Ntl Open Golf Championships; '/2 spon; Su 5-6 

pm; 16 June only 
57th Annual Ntl Open Golf Championships; Y2 spon; Sa 6-7 

pm; 15 June only 
57th Annual Ntl Open Golf Championships; V2 ipon; Sa 6-7 

pm; Su 5-6 pm; 15, 16 June only 
Those Whiting Girls; alt M 9-9:30 pm; 1 July; 13 wks 
GM Jubilee of American Music; Su 9-11:00 pm; 17 Nov only 
Bride & Groom; alt F 2:45-3 pm; 11 Oct; 26 wks 
Comedy Time; alt F 5:15-5:30 pm; 11 Oct; 26 wks 
The Price Is Right; alt F, M 11:15-11:30 am; 11-14 Oct; 
26 wks 

Queen For A Day; alt M 4-4:15 pm; 14 Oct; 26 wks 
NCAA Football; Vi spo" of Big Ten Conference Reg'l Games; 

Su 12, 26 Oct; 9, 23 Nov only 
Garry Mo»re; alt Th 10:15-10:30 am; 11 July; 26 wks 
Edge Of Night; alt W 4:45-5 pm; 3 July; 52 wks 
Edge Of Night; M 4:45-5 pm; 1 July; 52 wks 
Tic Tac Dough; alt F 12-12:15 pm; 16 Aug; 13 wks 



RENEWED ON TELEVISION NETWORKS 



SPONSOR 



Borden, NY 
Brillo, NY . 
Brillo, NY 
Colgate-Palmolive, 



NY 



General Foods, White Plains 

P&G, Cincinnati 

P&G, Cincinnati „ . . . 

P&G, Cincinnati 

P&G, Cincinnati . . 

P&G, Cincinnati 

R. J. Reynolds, Winston-Salem 

Sterling Drug; NY 

Sunbeam, Chi .. 

Time, Inc, NY . .. .. 



AGENCY 

.Y&R, NY 

.JWT, NY 

.JWT, NY 

. Bates, NY 

.Y&R, NY 

.B&B, NY 

.Y&R, NY 

.B&B, NY 

.Compton, NY 

.Burnett, Chi 



Wm. Esty, NY 

DFS, NY . _ „ 

Perrin-Paus, Chi _ 

Y&R, NY _ 



STATIONS PROGRAM, time, start, duration 

.NBC 91 . People's Choice; alt Th 9-9.30 pm; 3 Oct; 52 wks 

-NBC 62 It Could Be You; alt Tu 12:45-1 pm; 10 Sept; 52 wks 

.NBC 59 Modern Romances; alt Tu 4:45-5 pm; 10 Sept; 52 wks 

.CBS 141 Strike It Rich; M-F 11:30-12 N; 1 July; 52 wks 

.CBS 160 Those Whiting Girls; alt M 9-9:30 pm; 8 July; 52 wks 

.CBS 113 As The World Turns; M-F 1:30-1:45 pm; 1 July; 52 wks 

CBS 139 Brighter Day; M-F 4-4:15 pm; 1 July; 52 wks 

.CBS 140 Edge of Night; M-F 4:30-4:45 pm; 1 July; 52 wks 

CBS 117 Guiding Light; M-F 12:45-1 pm; 1 July; 52 wks 

.CBS 134 Search For Tomorrow; M-F 12:30-12:45 pm; 1 July; 52 wks 

CBS 129 Bob Cummings Show; Th 8-B:30 pm; 4 July; 52 wks 

.NBC 97 Modern Romances; M 4:45-5 pm; 5 Aug; 52 wks 

NBC NCAA Football; 14 spon 3 reg'l games (Eastern, Big Ten 

Conference, Pacific Coast); Su 12, 26 Oct; 9, 23 Nov only 

CBS 119 Pantomime Quiz; alt F 10:30-11 pm; 5 July; 52 wks 



BROADCAST INDUSTRY EXECUTIVES 



NAME 

James Anderson _ 
Rene Anselmo 

James R. Bonfils . 

Robert Buck 

Ted Cott 

Alan Cragin 

Harold Duffitt . . .. 
Jack Eisele 

John Fitzgerald 

Chester Glassley 

Thomas C. Harrison 

Henry Hede 

Dr. Myron H. Helfgott 

Russell Kemmeter 

Walter M. Koessler 

Russ Kundert 

Martin Low .. . 

George MacDonald 

Stuart I. Mackie . . 

Jack Miller 

Joseph R. Rastatter . 

Mann Reed 

Carlos Reese 

A. Richard Robertson 



Robert Sampson 
Robert L. Smith 
George C. Stevens 
Irving Waugh 
Ernest A. White 
Joe Zimmermann 



FORMER AFFILIATION NEW AFFILIATION 

.WTTG, Washington, stn mgr ... DuMont Broadcasting, NY, exec 

. Fremantle Overseas Radio & TV & TV Pgms of Amer . — ABC Film Syndication, Mexico City, Mexico & Central Amer 

sis rep 

.TV Productions, acct exec . - .. _WTTG, Washington, stn mgr 

. ... CJON-TV, St. Johns, Newfoundland, sis dept 

.WABD, NY, vp and gen mgr & member of board of dir's _NTA, NY, exec staff 

KFBM-TV, San Diego, sis 

CJON, St. Johns, Newfoundland, mgr comm sis Same, radio sis dept 

.KCUL-TV, Houston, reg'l sis & promotion Clarke Brown Co, Houston, mgr 

ABC-TV Network Sales, NY, asst business mgr . __ABC TV Network, NY, dir of sis service 

Five Star Productions, LA, pres .. TCF-TV, Hollywood, asso producer 

John Blair, St. Louis, mgr . .. . . . _ABC Radio Net, NY, vp in chg of sis 

ABC-TV Network Sales, NY, business mgr .ABC TV Network, NY, eastern sis manager 

Ogiivy, Benson & Mather, NY, research dir Package Research Institute, NY, pres 

U. S. Rubber Co, industrial plastic sisman . WTMJ-TV, Milwaukee, sis 

WGBS-TV, Miami, managing dir WPST-TV, Miami, stn mgr 

KBTV, Denver ^. .. . Same, production mgr 

Cincinnati Milling Machine Co., sis engineer . Robt Lawrence Productions, NY, vp in chg of sis 

CJOC, Quebec City, mgr CJON, St. Johns, Newfoundland, pgm co-ordinator 

Chicago Title & Trust Co, sis promotion & public rel's dept Avery-Knodel, Chi, radio sis staff 

Buchanan & Co, LA, acct exec ... _.. KTVR, Denver, asst gen mgr 

John T. Casey & Asso, NY, gen public rel's counsel TvB, NY, dir of public rel's 

KBTV, Denver, production mgr ... ._Same, pgm mgr 

Ziv Co, St. Louis, sis rep . . John Blair, St. Louis, mgr 

KSL-TV, Salt Lake City, dir of promotion, public rel's & 
publicity . . . _ KSBW-TV & Radio, Salinas-Monterey, and KSBY-TV & KVEC, 

San Luis Obispo, dir of sis development, promotion & 

publicity 

WSAI, Cincinnati, gen mgr .. _WTCN, Minn-St. Paul, gen sis mgr 

Foster & Kleiser Outdoor Advtg, SF, sis promotion supvsr KPIX, SF, asst sis promotion mgr 

WRCA, NY, sis dir .. Transcontinental Tv Corp, NY, gen sis mgr 

WSM, Nashville, exec asst to pres & comm dir radio-tv WSM-TV, Nashville, gen mgr 

Inter-Mountain Network, Denver, sis & sis promotion. ABC Film Syndication, NY, advtg & promotion dept copy chief 

WFIL-AM, FM, TV, Phila, dir of advtg & promotion. . Triangle Stns, Phila, dir of stn promotion 
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iXutiortal anil ref^ional sjiot buys 
in uork now or rccrnlly rofftjilfteil 



SPOT BUYS 



TV BUYS 

Nationwide Insurance Co., ("dIiiiiiIiii^. i- ^iiottin;: "MariKi" in 
i\t)rtlic;i>t('rii ;iihI M idw c-tt'iii iiiaikct^. Tlu' -fiic- will Itciiiii in ()c- 
toIxT for 52 wcfkf. {•'iliM ctiiiiMifrciaK an* caicuiatcd to ill fa- 
miliaii/f the piiMic witii the Xatioiiw ide name and l2l ad\citiM' it-* 
fill! line of |)()lici('s. Hm inj: i> init CDniplctcd. I!ii\ci : Hoi) Cdat/tT. 
Ajicnc) : l)cii Sackliriiii. New ^ ork. 

Bymart-Tintair, Inc., "Sew ^ ork. i>- cntfriiif; at lfa>t 10 iiiajnr mar- 
kets for its Tintair coloring's and color rinse. The .'(2-\\eek ^^•|ledllle 
will start shortly in {"Je\ eland. Minnte and 2()->e( on(l aiiiionrice- 
mcnt-i will he slotted adjacent to lilgli-rated network and local shows. 
Fretiuencv: 20 i)er week in each market. I'uuinjr i- half coni- 
|)leted. Hn\er: l.cs Hhunenthal and Mort Ueinei. \<ienc\ : I'rod- 
nct .*>er\ ices. Inc.. \ew' ^'ork. 

RADIO BUYS 

Ford Motor Co., Dcarhorn. is said to he planning a lica\ \ satnra- 
tion eampaijin for Lincohi-Mcrciir\ . Minute and 20-.-econd an- 
nouncements will he scheduled durinj: peak traffic hours. Hu\er: 
Lou Kennedy. Af:enc\ : Kcinon & Eckliardt. New ^ Ork. f/\j;ency 
declined connncnt.) 

Drug Research Inc., \ew ^ ork. is bu\ ing in new market.- for its 
weight-reducer Regimen. Schedule kicks ofT I.t JuI\ for an indefi- 
nite run. Conunercials will be "^0 seconds and longer in length. 
Frc(|uenc\ : .^0-70 per week in cacli luarket. Cop\ will ha\c a hot 
weather tie-in. Uiiying i.- not completed. Agenc\ : Ka>tor. Farrell. 
Cheslc) & ClifTord. \ew York. 

Pharmaco, Inc., Kenilworth. \. J., is apparentK now making its 
19.i7-5i) plans for FVen-A-Mint and Cliooz. Schedule will jjrobably 
start 16 Septendter for 29 to 3.S weeks. >P()\SOF{ learned. Minute 
c.t. s — 40 seconds for Feen-.A-Mint. 20 second- for Chooz w ill be 
slotted mostly during the 7-9 a.m. jjeriod. Monday through Friday. 
High-rated station breaks and ])articipations arc being sought. I'rc- 
quenc\ will \ary from market to market. Ru\ ing ha* ju*t begun. 
Bu\er: Sain Vitt. Agenc\ ; DobertN. ClifTord. ^tcers Slicnfiehl. 
\ew ^ ork. ( \genc\ could not be reached for comment. I 
Cott Beverage Corp., \ew Haven, is prejiaring a special push for 
its cold drinks in the "Sew England markets. Schedule will begin 
shortK for four weeks, it s said. Minutes will be purchased 7-7 p.m. 
throughout the week. FretjuencN : 10 to 1.5 jier week in each market. 
Buyer: Jack Bradfute. Agency: Dowd. Redfield & Johnstone. Inc., 
Xew ^ ork. (Agenc\ could not be reached for conmient.) 

RADIO AND TV BUYS 

Greyhound Corp., Chicago, is buying radio-tv schedules for all its 
lines throughout the country. Campaign will start shortly and will 
run through the sunnner. .Minute connnercials will be live and c.t. 
in radio, live and film in tv. Bu\ ing is not completed. Buyer: Tom 
Reillv. Acency : Gre\ Adyertisinc Agency. Inc.. New ^'ork. 
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GEE! I like that 
dress, Mummy!" 

(ionniierciaU on \\fiN-'l\ lia\e 
a wav of gfiiinfr rc-ull- iieran-i- 
\\(A-T\ prf)'.'ranMiiing keep- 
folks wjtle-awako, inlrre-icil 
ami iKilrliiiig. l"or [irouf. li-i our 
-[(cciali-l- fill you in on miuh- -iir- 
pri-ing \\ (IX-T\' ca>f ln'-lorn-- 
aiid tli-rn— your -ale- proMeni-. 



Put "GEE!" in your Chicago sales 

" WGN-TV 



CharnelS 




It's not square miles, but 
SALES THAT COUNT! 

In Madison, Wisconsin, VHF adds 
more to your cost than to your 
coverage. With WKOW-TV you 
deliver 70% as much share of 
the audience* at only 45''o of 
the cost. 

*Madison area Telepulse— April, 
1957 




Tor 9'^^' 




WKOW-TV 

ABC in Madison, Wis 
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_ 1 I want some 
of those cookies!" 

Coininrrrials on \N'GN-TV have 
a way of getting results — because 
WCN-TV programming keeps 
folks wide-awake, inierested — 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-'fV case histories 
anri diseuss your sales problems. 

Put "GEE!" in your Chicago sales 

WGN ""TV^^" 



witli 



BMI 

''Milestones'' for 
August 

UMl's series «>f I>;T,^ra"« 

^l.)lles," focus.-s Iho M>«>'- 
li-lu on iinporlaiil evenis 
aiul prohlcius which linvf 
>1kiImm1 the American scone. 
Angusl-s reh-ase fealures 
four complele half - hour 
,l,„„s— reacly lor inuneai- 
ale use — >nioolh, well wiil- 
len sciipis for a variely ot 
n»e>. 

"SUMMER FESTIVALS" 
August 3, 1957 
• WONDERS OF THE WORLD" 
(Ancient & Modern) 
August 11, 1957 
"VIRGINIA CITY" 
(A New View of the Old West) 
August 18, 1957 
"MAN ON THE BEAT" 
(Policemen of the World) 
August 25, 1957 



■■MilcntniX"' 



' is aval 
i.iiiiiiiTrial spoiisort-l 
loi-iil stalioiis fo 



t>tc 



for 



■see your 



details 



News and Idea 
WRAP-UP 



ADVERTISERS 

TIn> .>i(M'(>ii(l hii*ji<'st iHl\<'rtis<'r <'£it«>- 
•.^ory s<"Iu'<IiiI<'<I to use iii<;littiiiie 
in'twork t^ next s<';is«)ii is the 
»lrii<:s>-t«>il<'tri<'s <i;r<»ii|>. witli 21 
»inT<>reiit iHl\<'rtisers set to <I;it<'. 
( Food and grocery products lead ^vilh 
23 advertisers signed up at this point.) 

Here's a breakdown of the 1957-58 
firugs-toiletries sponsf)rs and the num- 
ber of regularly scheduled shows they 
have (j)artiall) or exchisiveh ) . coiii- 
j)ared with \oveniber. 1956: 
ADNERTISER 1936-57 1957-58 
H. Hishop 1 1 ( plus 

new- -eg.) 

Bristol-Myers 3 3 

Carter 1 0 

Chesebroiigh 2 1 

Colgate 3 2 

Ilelene Curtis 1 3 

Emerson Drug 1 0 

Max Factor 1 1 

Jergens 1 0 

Johnson & Johnson 1 1 
Lanolin Phis 1 0 

Lever Bros. 2 2 

Lewis & I lowe 1 0 

.Mennen 2 2 

Miles 2 news segs. 2 

Noxzenia 1 1 

Pharinaceulicals 4 3 
Phaniia-Crafi 0 1 

P&G 6 4 

Revlon 3 4 

^hullon specials 1 

Sterling Drug 1 1 

Toni 5 4 

Vicks 2 0 

W'arnerlliulniit 1 2 
Whitehall 2 plus 2 phis 

2 news segs. 2 news segs. 
Wildroot 1 1 

Greyhoiiiul Bus, >vhioh sponsors 
ail alternate lialf-lioiir on the 
Steve Alh'n show, has signe<l a 
consent <locree with the Justice 
Department. 

The decree, in essense. promises: 

• Do ever)thiiig it can to avoid a 
monopoly in inter-city transportation. 

• Buy its buses and parts from 
sources in addition to General Motors. 

• Slop allocating territories with 
other bus operators. 

Ih're's an i<Ica from the National 
Association of Music 3Icrchants 
that other a<!v<M-tiscr groups may 
find applicahle to their own nee<ls: 
the Recreational Piano tv series. 

Recreational Piano is a 15-minute 
program that teaches piano lessons ^ ia 



t\. It is ba>ed on a jjioneer series of 
li\e lesson telecasts de\eloped by edu- 
cational tv station. Kl HT, Lniversity 
of Houston. Tex. (A survej taken by 
the sociology dej)artnient of the Uni- 
versit) shows that 25.000 people were 
following the piano programs regu- 
larly. J 

Recreational Piano has been made 
into a series of 13 films by the XAMM 
and offered free tcj subscribers. Then 
local music dealers were encouraged 
to sponsor the show on local tv sta- 
tions. 

How to ])romote a one-shot on 
network radio — or. what the Inter- 
national Ladies Garment Workers 
Union did for it^ one-tinier on ABC 
I 13 June) : 

• Full page ads in all ILGWU 
union papers. (The New York union 
paper invited members to Madison 
Square Garden to see the event. Papers 
in 59 other cities told about it.) 

• Letter from ILGWL^ executive 
v. p. telling local officials about the 
broadcast with station list. 

• Follow up press release from 
ILGWU coinciding with ABC press 
story. 

• Second letter from executi\e v. p. 
timed to arrive one week before broad- 
cast, plus fact sheet spelling out adver- 
tising and poster follow through. Home 
office printed the posters and sent ad 
proofs. 

• Had Morris \ovik, radio-tv con- 
sultant for the union act as funnel for 
clearance problems. (With this set-up 
of having local union executives in- 
form headquarters about local clear- 
ance problems, \ovik managed to 
clear all but one market. W ilniington, 
Deb) 

• Ads in metropolitan newspapers 
two da\s before and on the day of 
broadcast were also used. 

• Local follow through tied-in by 
local live opening. Standard opening 
was written and sent to each union 
local and each local ABC Station. 

ILGWU reports the promotion cam- 
paign "worked like a charm." Detail 
was just right amount to get local fol- 
low through without disturbing the 



. BROADCAST MUSIC, INC. 

' NEW YORK • CHICAGO ■ HOLLYWOOD 
TORONTO • MONTREAL 
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|nc;il iiiiii>ii cM-fiitiv c'^ lOiitiiic ;iM(l ;it 
tlic ^;im(' timt' cominflii'ii^iv c ciioiiiili 

to MUlxilllllMI IdimI pi ll|M<)lil>M 

iiiipiii I. 

ill llic Tdiii I)cl{(>>\, 

(liicctor of ;mI\ ci li^inj; iiiid ii('\\> for 
Citif- >ci\ ic('. Ii;i< Ix'cii clccti'd \ ice 
picxidcnt and mfiiil)i'i" of tlic hoaid of 
diicclor^ . . . (i:ir«lii('r IJiirkcr li.is 
Ihvii appoiiiU'd (>\cciiti\ c \ ice president 
for TlioiiKi^ J. I.iptoii, Inc. liarkcr 
lia^ l>ccii \.p. in cliarjic of iicv\ prod- 
net^ and ac(piisilioii^ . . . .). \\ . 
KrciHT, cM'fiitiv (' \.p., will liccomc 
pic-idciil. dirccloi' and nifnilici of llic 
«>\('ciili\ (' coiiimiltcc of H. I', (.oodiicli 
(!o. on 1 \ii>;ii<l follow iim llic rctiic- 
mcnt on ."^1 Jnl\ of W illiani S. Kicliard- 
*oii. prc^idciil. Ilicliai'cUon will coii- 
tiniK* a-* a director of the conipain. 

AGENCIES 

\\ Ciss »S. (feller. Ne\\ \ ork. in ;iii 
expansion in«)\e. open ;in 

olliee ill .Miami to ser\ iee the I'^lor- 
i(hi-(!;iril)l)ean :ire;i. 

Jerome l)ol)in, until receiilU liead of 
liis own ai;eiie\ in New ^oik, will lie 
in cliar^e of llie I'lorida operation. 

New Aj:eue} appoinliiients : l''(-|{ 
I Lo> \iip;ele-l for Tidewater Oil ("o. 
. . , \ «.V l\ I Montreal I for ( li itelaine 
I ndii^lrifx and for Mreek I'rotliirts in 
Canada . . . Uoinaii A(l^ eriisinj; I >t. 
Loiii^) for |)air\ Oiieeii National De- 
^elopllleIlt Co. . . . Kiidiier for Cen- 
oral I Clepliore .'^\>teni . . . (^iinnin;:- 
liain «!C \\':j!.>;|i for I'skiino I'ie Corp. 
|>ul)sidiar\ of I Foil). 

Viiollier iiieriier: the l\ninrill Co.. 
Iioelie.sler. \.V.. Iia.x l)oii<:lil .AIo.«er 
•.K. ('olin.s. I'lien. N.\ . 

Ilie ino\e increases Kiiinriirs pro^-; 
volume to over million and makc< 
tile coinpain a lliree-cit\ operalioii 
(Hochoter. HiilTalo and Itieal. \ 



IS 




NEWS COVERAGE 
Helps MAKE 

K-NUZ No.1 

Radio Station in Houston 





Big Mike X99 



Big Mike No. 1 





Big Mike No. 3 



plus 



Houston's Largest News Staff 
(6 FULL-TIME NEWSMEN) 

MAKE K-NUZ 1st in NEWS 

No. 7 in Hooper, Pulse, Nielsen 
and Cumulative Pulse 




HOUSTON'S 24 HOUR MUSIC AND NEWS 



National Reps.: Forjoe & Co. — 
New York • Chicago • Los Angeles • 
Son Froncisco • Phitodetphio • Seottle 



Southern Reps.: 

CLARKE BROWN CO.— 

Daltos • New Orleons • Atlonto 



IN HOUSTON, CALL DAVE MORRIS, JAckson 3-2587 



SPO.NSOK • () JL'UY 19.57 
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A pictorial review of local 
and national industry events 



PICTURE WRAP-UP 




Cal behind the camera ^ irginia Lee Reed, ^vho has just 
ji)ined \^ EI1T-T\'. Evan«ville. Ind., a-^ s-taff director and cameraman. 
\ irfiiiiia is an Indiana I ni\('i-ity graduate wlio majDred in Psychology 
a^ well a< radio and tv. No wonder tah-nt arrives on time for reliearsal 




Radio and Television Executives Society officers and hoard: 
(^eate(l \. to r. ) Frank Pellegrin, treasurer: Omar Elder, Jr., Secre- 
tar> : Bernard Goodwin, first vice president: Joiin Daly, piresident; 
Gi-raldine Zorhaugh, vice president; John B. Poor, vice president. 
Governors are standing (1. to r. ): Sam Slate, Robert Leder, Maggi 
Eaton. Harold B. .Mers, Robert J. Burton fretiring president), 
Norman Gluck, Mary McKenna, Norman Glenn. Ted Bergman. 
Board member Kenneth \^ . Bilby was not present for this picture 




News at sea i~ covered by KSON, San Diego, with a new, fast 
express cruiser. Other mobile nevv~-units consist of three radio 
equipped cars, and "walkie-talkies" for news reporters on foot 




Silver dollar for 50c is offered by Joe Finan, Purchase of .Moser and Cotins agency is an- Giant postcard is accepted by Ardmore, ' 

host on KY\^ -T\ 's Cash on the line as experi- noiniccd by Artimr S. Cotins, pres. New owner postmaster, Martin Cassidy. J. Galy Varnell, open 

ment. \fter a few sales the crowd gained con- is the Rumrill Co., Rochester, represented by director of K\'SO-T\ is sending the card advisinf 

fidence in the supposed "con man" and swapped George Prince, exec. v. p., Charles Rumrill. pres. K\"SO-T\ is back on air after Tornado leveled 
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'iii/iitli A'^i) llniurill piircliiiscti Miildw in. 
Bowers £111(1 Strncliiiii ;ij;ciic}, MiilTulo. 

The I'ticji firm \\\\\ liccoiiie u 
sioii of Kiiiuiill iiiid ictaiii the .Moxt 

('otiiis iiaiiic. iSo luiijoi" |)crsoiiii('l 
cliaiij^fs ;irt' |)laiiii('(l. (»eoi"^(' M. I'l iiicf, 
executive v.|). of Kiiinrill, will Ik-coimc 
oxcciitivc \ .|). of .Mo>(*r iv Cotiiis |)i\i- 
sioii aii<l coordiiiatf acti\itif^ of the 
two orj^aiii/atioiis. 

A;;»'ii<*y rluiii;;*'!* : A^rv A(l\ ri"! i.-*- 
iii^, Miami, lias cliaiijifd its name to 
."^oiitlipiii A(l\crtisiriji. Inc. . . . (ffoi-jxc 
J. (]<>ltak l)as lioiijzlit controlliii^ ^toc•k 
of Jcsoj) Ad\ crtisirijr. Akron, and has 
\wn riaincd president and {leiieral 
manager. Cobak lia- been a nieinher 
of the frrin for 10 \ears. ' 

I'rrsoiiiirl notes: Kriek .Marder ha> 
been promoted to sii|iervisor of mar- 
ket researcli for K&l'. and Dr. All»t'rl:i r 
Ciliiisky nio\es from assistant account 
research supervisor to account research 
supervisor . . . Koyal Alcott has 
joined Wade Advertising;. lloll\woo(h 
as |)roducer-direetor in the tv radio 
de|)artmcnt . . . K<lwiri ly<M't has left 
riiller & Smith & Ross to join W. S. 
Walker Adverti>in<r. Pittsburgh . . . 
(iraro ."MrlMulhin has heen |)romoted | 
to chief timehiiNer and PrtMl Tliiiiiiiii 
has heen named group super\ i>or in 
the research department at Gardner 
Advertising . . . ("hiirles Hull Wolfe, 
fonnerl) with McCaiind^rick-'on. has 
joined Griswold-lCshelman. Cleveland. ' 
Wolfe will rp|)ort dircctlv to the agen- j 
cy |)resident . . . Gt'orfi<' II. Giiinaii 
has joined Rurke. Dowling. Adams. 
\pw York, as an account executive 
. . . Curraii A. Johnson has heen 
named an account supervisor at W. S. 
Walker Advertising. Pittsburgh . . . 
David Xortli has been a|)pointpd to 
the executive stafT and jilans board of 
the Rlaine-Thoinpson Co.V commercial 
products di\ ision. 







in 




HOUSTON 




the 




OK Negro Radio Buy 




is 














ITS HERE! 

WITH AN EXTRA BONUS 
FOR YOU 

Our new maximum power and 1,000 foot 
tower is erected .... delivering you a 
market of more than a quarter-million 
TV families. 



W E AU TV 

EAU CLAIRE, WISCONSIN 

See Your Hollingbery Man 



A/^O/i/ EVEN MORE THAN EVER 

HOOPER RADIO AUDIENCE INDEX 

STOCKTON, CALIF. OCTOBER - DECEMBER 1956 



MOfDAY THRU FRIDAY 
7:00 A.M. -12:00 NOON 


RADIO 
SETS 
IN USE 


C 


11 


KSTN 


A 


M 


OTHER 
a;-! & FM 


GA^TL^ 
SIZE 


ll+.O 


l'+.2 


8.1_^ 


42.1 


11.6 




18. 5 


10,163 


MONDAY THRU FRIDAY 
12:00 N0ON-6:OO P.M. 


RADIO 
SETS 
IN USE 


C . 


^\ 


KSTN 


A 


M 


OTHER 

A^^ & FM 


SAJ7LE 
SIZE 


10. 3y 


^.8 


6.'+ 


34.6 


7.0 


11.2 


21.8 


12,159 



K 
S 
T 



Fall 1956 Hooperatings again 
shows 4-year KSTN dominance 
of *Stockton Radio Audience. 



*America's 92nd Market 




Represented by Hollingbery 
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ABC AFFILIATE CHANNEL 2 

Peters, Griffin, Woodward, Inc. 




KWTV 

OKLAHOMA CITY 



ACHMETf 
TOW E 0. 



— • / 

. the ton er u llh the SALESpou er in Oklahoma 



'V\\v\ IxTiiiiK' v.p/s: Edgar J. 
I)<tiuil<lt-oii, director of tv-radio for 
Ketchuiii. MacLeod & Grove . . . Gor- 
don F. Baird. account executive at 
Hurke. Dcjwliiig, Adams. xNew York . . . 
John F. Welsh and FrcMlrus L. 
Baldwin., inenil)ers of the executive 
contact stalT at Warwick & Legler. 



NETWORKS 

riu' coiinl so far is 40 l>ran<l new 
niglillinic shows 8larlin«i on the 
networks next fall. Here s liow they 
l>reakdo\vn by t\pes: 

Adventure . . 2 
Drama hr. 3 
r^Iusic 1 hr. _ 1 

Music V-l 111-- 1 

Mystery 1 hr. 2 

M\stery l/o hr. 4 

Quiz 2 

Situation Comedy 7 

Variety 1 hr. 3 

Variety Vo hr. . _ _ .—. 4 

Western 1 hr. _ ___ 2 

Western ^ •> hr. _. .... 7 

Misc. " ... . ... 2 

Of these 40 new starters. ABC TV 
has 13, CBS TV has 10 and NBC TV 
has 17. Note: ABC TV figures it Avill 
have at least four more new shows 
when the final count is in. (See 
spo.nsor's Tv and Radio Basics out 20 
July for complete fall programing 
analysis.) 

Fall network Iv programing notes: 
Eleventh honr activity at jNBC TV 
this past week signaled the end of 
tv veteran the Lux Vidoo Theatre. 

The network announced the hour 
live drama series was being dropped 
by Lever Brothers in favor of a new 
halfdiour show yet to be decided upon. 
Lever will now take the 10-10:30 p.m. 
spot on Thursday nights with Hazel 
Bishop and Quaker Oats alternating in 
the 10:30-11 p.m. period with the new 
Jane Wyman Show . . . Hazel Bishop 
will also move in to two other NBC TV 
programs in the fall line-up: as alter- 
nate with American Tobacco on Man- 
hunt, Frida) 9-9:30 p.m.. and as full 
sponsor for the Original Amateur 
flour. Sunday 7-7:30 p.m. (Note: that 
Hazel Bishop will sponsor Amateur 
Hour during the summer ( on Monday 
10-10:30 p.m.) . . . KexalPs special 
production of Pinocchio (Sunday. 13 
October) will now be beard on NBC 
radio as well as seen on NBC TV . . . 
Suspicion is the new title for NBC 



lA"? fall m)ster\ series, formerly 
called Crisis (Monda) 10-11 p.m.) 

New program producing firm: 
Mills-Milf<M-d-I*ark has been created 
b\ Ben Park, director of public affairs 
for NBC; Ted Mills, executive pro- 
ducer at N1)C and Gene Milford. mo- 
tion picture editor and director. 

Parks and Mills will quit their NBC 
]}Ost on 31 Jul) and Milford will re- 
sign his position as president of MKR 
Productions to form the new company. 

The firm will specialize in producing 
major one-shot tv shows and limited 
series for tv as well as feature motion 
pictures. The company already has 
been a.':^ked to prepare two one-shot 
specials for NBC T\' for the upcoming 
season. 

Current tv programing notes: 
Armstrong Cork Co. will sponsor 
Summer Playhouse, film series, on 
NBC TV Tuesday 9:30-10 p.m. on 
alternate weeks during the summer 
. . . Ford Motor Co.'s replacement 
for the Ford Show (Tennessee Ernie 
Ford) will be High Low, new Barr\- 
Enright quizzer, in the Thursday 9:30- 
10 p.m. spot. 

Network radio sales: GMC Truck 
and Coach Division (General Mo- 
tors) has signed for a four-week cam- 
paign on ABC Radio picking up por- 
tions of Speaking of Sports. 

ABC Radio is considering: cancelline 
its contract with Nielsen. 

Network feels that radio needs quali- 
tative as well as quantitative research 
and the Nielsen isn't meeting present 
needs of seller-bu\ er. 



TV STATIONS 

Story behind a unicjue sponsor- 
ship — Gunther Brewing Co.'s picking 



LAKE CHARLES 

' " the 

CK Negro Radio Buy 



IS 
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ViRHi MOViS 
OUT FRONT 




With ALL-NEW Facilities 

N<M» ollirrs . . . all ikmv ^lll(li)l 
l iK-ililicN I ^ <•-, \\ UlvN, the »lali«iii 
llril iiiotcs iixir •:<><'.<l->, is iiiiniii;; 
our iiliico III liii'>iiic««. \ii(l iiiiu, 
WKMN aloiK- ill lOticka ntirralo* 
Iroiii I'acililio si>rvi jiriiHy liiillt 
I or riiilin lirimilciU'tiiii;. Ailxcr- 
li'-iTH, lliaiiks! ^(iiir <-<>ii (i<lrii('<- in 
W'UI'l.N lia» |ii'<>iii|il<-<l ilii» (Mi.i- 
liih'iil r<ii-»ar<l h1c|i. 

.">,()()() W alls Toiicka. Kaii.>*as 



Rep. by John E. Pearson Company 



SPECIALIZED NEGRO 
PROGRAMMING 

' With 100% Nagre pregramining par* 
lannal, KPRS it •fFactivaly diracting 
tha buying habitt of its vait, faithful 
eudianca. Your tolas maiioga woitat 
naithar tima nor menay in raeching 
tha haorl of its "prafarrad" merliat. 
Buying tima en KPRS it Hka bu/ing tha 
•nly radio itotion in o* community of 
ISAMO octiva proipactt. 

1,000 W. 1590 KC. 

KPRS 

KANSAS CITY, MISSOURI 
For ovoi/abifihas coll Humboldt 3.3 100 

Ke»rcscntc4 NatioMlly ky- 

Jthn E. Pcirstn Cafflpany 



iIk- t:ili fill till- I iili-i iialiiiiKil N;t\iil 
icw I Irlccii-I i>\i \ \\ T\I!. Niu fiilk, 

W 15 \L-'I \ . H.illini.Hr jii.l W \l \ , 

W a-ltiii^lnii, I). (.. I : 

• (fiitillicr liad rccciilK ii|iciir(l a 
new liraiirit in Nnifnik and sinri" the 
Na\\ i'^ Nnrfnlk"^ nm-l inipuilanl ciis- 
loMtrr, till- lii-cr r(iMi|ian\ fi-ll llial 

wlial's ".'((lid fnf llic Na\\ >; I for 

Norfolk and cnn-i'iinftil K jiood for iln- 
niannfarlurrr lr\in^ to caiiliirc llial 
nia t kri. 

• I lie roiiiiii^ |-"lrcl U(>\ icw wa-. of 
conrsc, die inu'^l talked alioni tliin;: in 
Norfolk at llir lime and llic Na\\ \sa- 
nio-l an\ioii>. to Inuc il lflr\ ix-d. 

• (Innllicr aUo >a\s the lclcra>l injr 
of llir CNrnl a'^ an nnii'^nal o|i|i()rlnnil\ 
to >|)()n-or a icalK w orlliw lillt' piddir 
M'r\ ice f \ ctil. 

\\ illiatii (]. (Ji-ojilicjian. dircclor of 
a(l\ crlisinj; for Cnnllicr. lold s|>o\S()U 
tliat wliih- final >alcv rr-ults lia\f not 
Ix'cn lalndalt'd. the companN i> con- 
viiiccd llial llic\ lia\c >fldoni made a 
Ix'llcr l)U\. \nd a Hood of mail lias 
(•oiiipliniciilcd lliciii on. Iiolli the :<lio\\ 
and llic iiiaiiiicr in wliirli llic conimcr- 
cials were liaiidlrd. 

The Kririi(ll\ (Jroiii) Slalioii.s lield 
a l\so-da\ niaiiajiciiieni roii fcrciice last 
\s(M"k in Siculiein ille. i).. and made 
|)laii> lo hold similar iii('elin<:> r\vv\ 
.-i\ moiillis al the dilTcrcnt ri{\c> rep- 
resented l>\ llie slali()n>. 

I'riciidK Cronp inclndc.-. : W S W- 
T\'-\M-T\. Slenl.en\ille: KODIvTV- 
.\M-T\. Joplin. Mo.: W'l'IT. Titis- 
hnrfili: \\V \\\. Parkersbnrp. W . \ a., 
and W HLK. Clarksbnrjr. W . \ a. The 
proiip al>o holds a rp for a Clarks- 
hiiru l\ >talion now nnder coii-lriir- 
lioii. The new Clarkshurj: slalion will 
po on the air the first da\ of the 
World Serie> a- a priniar\ NBC T\ 
adiliale. hut will also telecast CHS T\ 
and \HC TV >hows. 

I ho>e altendiim the nieetin<r includ- 
ed: Jack N. Berkinan. president: John 
J. Jan\. executive v. p.: Fred W'eher. 
\ .p. W'STW Inc.; Loiii-. Herkman. \ .p. : 
Carl \. W emman. -ecretar\ -treasurer: 
and station manaj:er>: Don loset. 
Ceor<:e Clinton, and Harr\ H«rk<'. 

INmsummcI notes: Barliara Ilid- 
(lox. former program promotion di- 
rector of \\HN>-T\. Columhu^. 0.. 
has I cen named director of pre?.- in- 
formation and audience pronmtion for 
the \\C\l station?. I'hiladelphia . . . 
Joliii Frederick CiiiidiiT has heen 




That's the 



car for me!" 



Comiin-rciaN on lia\c 
a wa\ ol ^I'tliii;.' result- lircaii-c 
\\(IN-'I\ projjraininin;; kicps 
folk- s\ iilr-as\akr. intiTf-lril 
and itdlcliiiifi. I or prDof, let our 
s|K'riali»l- fill \ on in on -nine -nr- 
[irisin;: \\ (IN-T\ ease hi-torie- 
and di-enss your sales prohlenis. 



Put "GEE!" in your Chicago sales 

WGi^-TV 



Channels 
Chicago 



I TERRE HAUTE, 

Indiana's 2nd Largest 



TV Market 



251,970 
TV Homes 




BOLLINC CO. 
NEW YORK 
CHICAGO 



WTHI-TV. 
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GEE| I'll try that 
baking powder!" 

Commercials on WGN-TV have 
a way offsetting results — because 
WGi\-TV programming keeps 
folks wide-awake, interested— 
and H atching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case liistories 
and discuss your sales problems. 



Put "GEE!" in your Chicago sales 

-WGN-TV 



Channels 
Chicago 



aj)])ointecl sales manager for \V?sHC- 
AM-FM-TV. New Haven-ll art ford, 
Conn. Cuiidiff is former sales man- 
ager of KCRG-TV, Cedar Rapids, la. 
. . . Edwin Lusko has been promoted 
to assistant manager. Bill Morrow 
has been named program and produc- 
tion manager, Viiice D()yle is now 
national sales director and Don Ful- 
ler has been upped to regional and 
local sales director at W'SJV-TV, Elk- 
hart, Ind. . . . William A. Slater has 
resigned as local sales manager of 
W JHP-T\'. Jacksonville. Fla., to join 
the local sales staff of W'TGA-TV, also 
in Jacksonville . . . Arthur Owens, 
former oj)erations manager of WCSH, 
Portland. Ale., has been appointed pub- 
lic service director for WCSH-TV . . . 
Holier! 1*. Rinie.s has joined the sales 
promotion staff of WWJ & WWJ-T^^ 
Detroit . . . Fretl Bunsen has joined 
the sales promotion dejjartment and 
Jack Weleli the sales department of 
KTBC-TV, Austin, Tex. . . . Michael 
R. Saiitangelo has been named to 
the newl) created j)ost of coordinator 
of publicit) and special events for the 
Westinghouse Broadcasting Co. Sant- 
angelo comes to WBC from General 
Public Relations, a subsidiary of B&B. 



RADIO STATIONS 



"Summer Listening 



WGN- 



Ratlio" is a booklet prepared by 
this Chicago station to show agen- 
cies and advertisers that they 
"cannot afford to give their adver- 
tising a summer vacation. 

The comprehensive study, backed 
by Nielsen, Pulse, RAB and ARE re- 
search and sursey statistics, shows: 

• Summer listening is as high as 
Vi^inter. 

• Added bonus of outdoor radio 
listening in the warm weather months. 

audience rejjresents 




CLEVELAND'S SIAIION FOR MUSIC « NEWS 



Two new firms servicing radio sta- 
tions: Station Identification, Inc., 

Long Island City, N.Y., which operates 
a custom library of station identifica- 
tions for music and news o])erations. 
The library, known as the Bill Meeks 
Library, consists of station identifica- 
tions, news identifications, time identi- 
fications, weather identifications, etc. 
All are custom-tailored to the call 
letters and jjersonalized the slogans of 
each station. Station Identification, Inc. 
handles the library east of the Missis- 
':ippi and Pams Advertising, Dallas, 
handles it for the West . . . Broadcast 
Services, Inc., El Paso, represents 
niainl)' Spanish language stations pro- 
ducing singing jingles, distributing 
soap operas, making surveys and do- 
ing market research. 
Focus on personalities: Richard 
H. Schutte has been appointed sales 
manager for KCBS. San Erancisco. 
Schutte was formerh with CBS radio 
spot sales . . . Paul Klenipner is re- 
signing from ABC to join WQXR, New 
York, in the newly created position of 
director of sales development . . . Earle 
J. Gluck has been elected chairman 
of the board; Larry Walker, presi- 
dent; and C. George Henderson, 
executive v.p. of WSOC Broadcasting 
Co., Charlotte. N. C. . . . Jack Con- 
Ion, former West Coast sports an- 
nouncer, is new vice president and 
general manager of KOHN, Honolulu 
. . . Byron E. Anderson has been 
jjromoted to sales manager for KSTP, 
Minneapolis-St. Paul. 

FILM 

Jackie Gleason's The Hone^-moon- 
ers will he kicked off in syndica- 
tion this fall via sponsorship by Ron- 
zoni and Clairol. 

CBS Tv Eilm Sales sold the show 
to the two advertisers on three NBC 
o&o's: WRCA-TV, New York; WRCV, 
Philadelphia and \T'NHC-TV, New 
Haven. The deal comprises 39 first- 
run-off-network episodes and 13 re- 
peats. 

The sale was made through Emil 
Mogul for Ronzoni and EC&B for 
Clairol, The Honeytnooners registered 
a Nielsen average audience rating of 
2o.6 during the 1955-56 season. 



Guild Films' earnings jumped 
500% during the six-mouth peri- 
od ending 31 Mav. 



5a 
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(Icor^f I )f\l;irliiii, \ ii c pi c^idfiil 
iiiid lrf;i-iiin'r, rrpurlcd |)if-l;ix prolils 
of S ri2,;5!!;5. compiirc.l S!!7,li!l- 
(liiriii;; llu* prf\ ioii>; (•(»irc>.poii(liiii.' pe- 
riod. I'rf-I;i\ profile diirinj; llic llircc 
iiiitiillis (Midiii*.' i^l Mav aloiif i-aiiu* to 

S2')7.();5;5. 

(Iiiild is now picpariiij; its 2(»lli l\ 
pi(»j;iiiiii. It is Lit^lit nj the II orld, a 
radio stTic>. for inaiiN \car>. (^)-pro- 
diirtioii coiitrat ts lia\c liccii ^iuiicd he- 
Iwccn (".iiild l'ro>;idciit Keiil) Kaufman 
and John I.. (]lark, prrsidcnl of 'l'rnn>.- 
aiiicritan l*rodurlion>.. wliitli liolds all 
rijilits to llic scries, (wiild will liandlc 
world di>.|ril)iilion. 

llic rclijjioiis projirains in lire lliird 
new >li()w announced In (wiild williin 
a month. The other two are Minutes 
of I'raycr and The Mirliacis in ifricn. 

\V\ is rrailyiiij; ;i serirs of new 
sliows plus nolwork reruns on it- fdm 
network, for fall airin<.'. New time >l(»ts 
will he opened for the proiirams. 

T('F^r\ I'roductions. t\ snhsidiars 
20lh Centur\ -Fo\, which owns 50',' 
of the N'r\ Film Xetwork. has turned 
over to \'r\ all ?>1 20//; Ccntiiry-Fov 
Hour proj:ranis. TCF-TV will also pro- 
duce 20 new shows for the fdm net- 
w ork. 

20/// CentiirY-Fox Hour will he end- 
inp a two-\ear run on CHS TV. aller- 
natinf.' with the r.5. .s/rc/ Hour. 

Meanwhile. N TW new packaire of 
20th Ceiitur\ features, the "Hifi Fifty." 
has hcen sold to 2."^ stations. 

Iiie.. has purchased rijihts 
to 2() features from \tlantic 'l"v to 
round out its Theatre \ ostaliiique . . . 

CVI'V. Chicago. ha< houuht the 
entire W arner Bros, cartoon packajie 
from .\.\V . . . WUZ-TV. Ho>ton. an- 
nounced the purchase of three film 
packages totaling 172 featnre>. Thev 
include 70 Columbia films from .'^creen 
Ceiiis. 50 20ili Centnr\-Fo\ picture^ 



IS 




from and .'12 po>(-IOir. I iii(ed 

\iti-t» features. The hn\s repiestnl 
a S."?,?0.000 in\e>-tmeiit . . . I)\iiimiie 
will coNcr Dun CampheH'". at- 
tempt to hreak the "water harrier." 
(iainpliell will make hi^ tr\ on Fake 
Caiiaiidaigua, N. V later thi>- -nmmer. 

Steriiiiji r\ Mile-: Inirnnl C.mrhrrs 
to W WF-'IA. loiiiMille, Kn.; Howl, 
in^ Time to KFI.O. Sion\ l ali-. 1). 
and W r\ W . F\an>\iile. Ind.; (.nrtoon 
Chixsies to K r\ I. ."^t. l,nui>; Features 
to Kll \.^, lla>tiiig>. Nehr. ; Morie Mu- 
seum to W IJ'IA'. Charlotte. N. C.; and 
Si><)rt\ Films to W \ r\ . Newark. 

I''ilm men in the ne\»s: Dick lr\in;i 
iia- heen named l)\ l{e\ ne I'rodiielion- 
to direct the new Mirhey Si>illane -r- 
t\c< . . . .lolin M. Dalton lia> luen 
appointed an account e\eenti\e for 
CHS Film. .New ^ ork . . . IteiilxMi It. 
Kniifnuiii. Ciiild l'ilm> pre>.ident. ha> 
left for I'.ngland with plan> to produce 
film series there . . . Siinuiel (faiiii. 
Xr\ foreign representative, is leaving 
for an extended tour of 12 Latin 
\iiierican market- in a iini\c to expand 
distrilmtioii to that area. 



INTERNATIONAL 

How is tv" iloiiii: ilow n-nmler y 

Here - a rundown from ageiic)inan I. 
F. Ho>e. director of Lintas. one of the 
largest agencies in Australia: 

• So far only S\dnev and Mel- 
honnie (covering 3i->'~r of the popula- 
tion ) lia\e tv stations. 

• >et penetration figure^ 3'"? in 
S\dne\ : 8*^7. in Melhourne. 

• Cheapest tv recei\ers retail at 
ahtmt S4()0- -deemed prctt\ .-teep when 
a\erage Aussie's take-home pa\ . before 
tax. is just over S 10. Rut recently 
manufacturers ha\e started selling at 
S2 down and people are "gradnallv 
taking heart." 

• Top advertisers are electrical ap- 
' pliance manufacturers, followed bv 

clothing and then li(juor. Top program 
spoii-nr^ are cosmetic? and toiletrie-. 
Higge-t single advertiser is Fe\cr 
Brothers with two half-hour shows 
fiilK sponsored and two co->ponsored. 

• l?\ the end of 19.t7 Rose expect> 
a 10'~f a\erage of penetration in tv 
area- and 23' <' h\ mid-19.S9 

• Film shows like Disneyland . Our 
Miss Brooks, Rohin flood. I Loie 
Lucy. etc. seem to be getting the big- 
gest audiences. Lucy rates better than 
60*^? share of sets in use. 





FILM COMPANY 

3825 Bryan • TA 3-8158 • Dallas 




PRODUCTS FOR YOUR 
TV AND ART DEPT. 



( 













"STORYBOARD" PAD 

The pod (hot hoi big 5x7 
video ponelt (hal enoble 
you (o moke man* sized TV 
vituoli, Perforoted video 
ond oudio segments on groy 
bockground. 

No. 72C— Pad Size 14i17'' 2.50 
(50 Sheets — 4 Segments on Sheet) 

No. 72 E— Pocket Size i BV*" 

(50 Sheets — I Segment on Sheet) 



Tomklns TELEPAD 

Most populor TV vituol pod 
wilh 2V2Ji4" video ond 
audio poneli on groy bock* 
ground. Eoch ponel perfo* 
roled 



No. 72A— 19 I 24 " 

(50 Sheeti — 17 ponelt on Sheet) 

No. 72B— Pocket Sire « i 18' 

(75 Sheeli— 4 ponelt on Sheet) 




3.S0 
2.00 



VIDEO PAPER 



Sensotionol new paper for 
TV ort'sts. Mokes an ordin- 
ory pencil line vivid ond 
colors just popi Write for 
sompi* 

FREE SAMPLES 
FOR THE ASKING! 
Wrlre on your letterheod for 
200 poge coiolofl of on sup- 
pliet. "An Ency doped! o of 
Arlists MeterioU" 




ARTHUR BROWN & BRO. < 

3 West 4Sth St.. New Ttrh 3t. 
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Another thinly disguised WJR success story 




Top management men are harder to see 
than the inside of a harem! 



That was the problem of a company that wanted to 
sell an automobile concern on the advantages of chang- 
ing to a special steel. Since the switch would be of 
gigantic proportions, it meant not only selling top 
management but also engineering, designing, styling, 
purchasing, and the head guard on the main gate. It 
was quite a problem . . . but not insurmountable. 

This enterprising steel company thought of reaching 
them by radio. (And when you think of radio in the 
Detroit-Great Lakes area, you think of WJR!) The 
steel company used announcements. The announce- 
ments caught the undivided attention of the men that 
had to be reached. A series of selling messages on WJR 



resulted in the grand sale. The keymen had been pre- 
conditioned, pre-sold. 

The steel company was most lavish in its praise of WJR. 
It figured its salesmen would have required years to 
accomplish what WJR did in short order. 

Whether you want to reach millions of people, or just a 
select few, you can do a better job on WJR — the station 
that dominates the Detroit-Great Lakes market. Call 
your nearest Henry I. Chris tal office for complete facts 
on this case and hundreds of others — facts which prove 
that WJR can do more for your product and do it 
quicker, too! 



The Great Voice of the Great Lakes 



50,000 Watts 



wrjR 

Wnfff: CBS R, 



Detroit 
CBS Radio Network 



35 years of service 



You'U never be a part of "top management' 
unless you drive carefully 
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// hill's liiiiiiirnin^ in II. >. Covt'r runrnl 
thai iif]fil% sfi(in.%()r tif^rnrii's, stations 




WASHINGTON WEEK 



6 JULY 

C«»yrl|hl IM7 

SPONSOR PUBLICATIONS INC 



H, :l^ :i rr.HiiIl of the SciKilr (loiiiinrrrc < 'oiiiiiiilK-r'.H .hIjiIV i cpoi l on l\ iicl^^ork 
practices, the nrlwork!* Ii:i\nri j:ol tlic jillcr.», llic_\"rr .Hiiii|iK iiiiiiiniir to ( ,oii;:it.h. 
."ioiKil jolts. 

1 liis liard-liilliiij; icpuit : 

• DcaN Iwirr-liU witli iK-twoik o|iiioii-linic and iini.s| liii\ pnlirii-^. 

• Kai-c- till" «|ur^lioii of wlictlitT llic iiflwork^ o\mi loo iiian_\ ><latioii>. 

• A^k-i Jiisiirc Dcpaitiiiciit \ij;ilain<' on iidwork pi -otliirlioii of pro^ram^. 

• I iiilicalr-^ lliat llir l''<!<] Iki.h iIk* powrr to i-r<:iilal<' ll<'t^^ork^ an<l .hIioiiM <Io >o 
to .-.oinc rxiciil. 

Plicic lilllc cuiiifoil lo |)c jiainctl ?^a\ !•(!(' |)ra<-lilioiicr^ from llir fa< I tlial tin- 
Senate < oiinnittee did not aetiialK ado|>t tlic dneiiiiirnt. I>iit instead icleax'd it a-- a >tall 
report. And lieie's llic readingdM tweeii-lliedine^ tlics < ile: 

1 I 1 lie coiiniiiltee, willioiil (liy^<■lll, :iske<l llie JiiMiec Drparl incut and the \'(A. 
lo !4|iid\ tile i'«*<'oiiiiiM*iulalioiis and >tiliiiiit i-oiinnenl. 

2 I I lie eoiiiiiiittee iirj;cd Jiislicc lo reply :is rnpidl) as possililr and j.'a\c llic V(A. 
a Ol)(la\ lee\\a\ after the final report of llie \\'Al network ^-tiuU committee (Dean Hoxoe 
Harrow . ( liaii iiian I . 

.'i I Tlie committee hinted that if llie and Jnslicr came willi cxplicil pro- 

•;ranis of aclion. il nii<:lii l><* iiudinrd to refrain from proinotin*: specific lc;;i>- 
lation. 

()l)vion>l\. the committee feels that l)\ lea\iii;r the initiati\e to the IXC and Justice, 
tlic end lonlls nii<;lil l>e more potent and conclHsi\c than a foiiiialU >ipiied com- 
niittee rc|)ort. 

The (teller Keport. which was a formal eonimittee document hut more \ajriie a^ to 
dire(li\cs. now takes on added importance a> the tiiiiikiiif: of a committee on the llon^e 
-ide of the Hill. 

The pressure is moiinlin*: for elianjics in network praeliecs. and it s an ill- 
kept secret that llie F(]("s Harrow group is leaninj: in a similar direction. 

I he Senate ("omnierce report makes thc^e distinction^ in outliniiifr ho\N the ad\ertiser 
and the |)iiliiic are at a disad\ aiitajie under |)re>ciit network mii~td)ii\ and o|)tif)ii-timp 
|)olicie^ : 

• 1 he piililic loses programin<;. and the ad\ertiscrs lose opporliniiiics lo ohr.iin 
time ill major markets. 

• \ network adsertiser whose eom|ietitor has a |)roj;ram on the t\ networks in prime 
time is unahlc to get his order accepted heeause of the competitor's proleclion from 
product conflict. 

The committee s siijinoted solutions: (a) .Snl»>liliile a minimum dollar amoiiiil for 
the miisl-hiiy list, and I hi reduce llie amount of network option lime and curtail 
clearance for network sale of tinu* outside option lime. 

Tlic VCA\ has ruled auainsl llie use of hoo^ier stations l»\ \lif l\ stations. 

Iloweser. it lia> pro|)o~ed a rule lookinj; toward ii*e of I >lers hy ulif .-talioii' lo 

fill in llifir '"shadow" areas. 

The VCC has okayed the purchase hy W'e*liu<:hoii-e of \\".V VM-TV. Baltimore. 
I'aMiient: S.^.OTO.dOO worth of \\'estiiii;house stock at current market |)rire--. 



Jolin C. Doerfer. a Repuhlican and former chairman of the \\ i~con-iii Puhlic .^cr\ i( e 
Commission, is the new chairman of the FCC. (See Ncwnniakcr of the Week, paiie .i. t 
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Another reason why WTVT is your best buy in the Twin Cities of the South! 



NEWS-FROM SCENE TO 




New sound-on-film cameras, with 
amplifiers and power-packs developed by 
the WKY Television System, enable 
WTVT news crews to shoot, 
develop film, and telecast news 
30 minutes after it breaks! 

Swift coverage, complete 
coverage make the six daily 
WTVT NEWSROOM 
programs top-rated in 
Tampa - St. Petersburg 
— another reason why WTVT 
is your best buy in the Twin 
Cities of the South! 



LAKELAND 



- - "^jb^- i-— > 





TAMPA-ST. PETERSBURG ranks 34th in retail sales amongmetropoli tan markets*, is a must on every m( 
market list! \\'T\T dominates the Twin Cities of the South, delivers bonus coverage of 239 prospering commun 

* Sales Aianagetnent Survey of B//y/fi^ Power, May 1957 



SCREEN IN 30 MINUTES! 



STATION 
B 

STATION 
C 




31 OUT OF 50 TOP-RATED 
SHOWS ARE OK WTVT * 

\\T\T Jominatcs Tampa - St. I'cccrshiirg 
viewing noc only with CMS programs, 
hut with local shows, too! \\T\'T news, 
sports anJ weather dominate viewing in 
their time peruxls. '* Feb. '57 ARB 



TAMPA-ST. PETERSBURG 
UPS MARKET RANKING IN 
EVERY CATEGORY! 





1957 


1956 






ranking 


rooking 


Amount 


Total Retail 








Sales 


34 


36 


5786,145,000 


Food Store 








Soles 


39 


44 


161,983,000 


Automotive 








Soles 


29 


34 


147,698,000 


Generol 








Merchondise 








Soles 


33 


37 


1 14,546.000 



(Sales Managemenl Survey of Buying Power, May )tS7) 




A remote a day was the duzy pace set by 
\\'T\'T camera crews during a recent 
month! Remote programs included net- 
work originations of The Garry Moore 
Show, Let's Take ATrip, I've Got a Secret, 
plus many local and regional events. 




i CBS Channel 13 



WTVT 

TAMPA - ST. PETERSBURG 

The WKY Television System, Inc. 
WKY-TV and WKY Oklahoma City 
WSFA-TV Montgomery 



REPRESENTED BY THE KATZ AGENCY 



A round-up of trade talk, 
trends and tips for admen 



SPONSOR HEARS 
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SPONSOR PUBLiCJkrinNg inc 



To maki" sure all the early evening periods are filleil this fall, llie tv networks (so says 
Madison A\enijel arc open to "program coirrihiitioii" l>i(ls. 

1 h(! '"contrihution" angle — common in early tv works this way : The network uhsorhs 
a liealthv clinnk ol" \lu^ program cost. 



Flamingo, wliidi liaa sold its film library to ISTA, expects to make an easy 
transiti«>n into its next hnsiness: finance. 

Through the years it learned the knack of factoring many a deal. 



Bartering pings for trans-Atlantic flights seems to have reached up into the 
ranks of the news commentators, as well as interviewer-type personalities. 

A European airline this week — for example — asked spOiNsor for the explicit working 
connections of a couple commentators. One of them is a veteran of over 20 years. 



The current hoopla over wired tv strikes a reminiscent note for veterans in the 
husiness. 

They recall North American Industries' try with wired radio in Cleveland hack 
in the '3()s and the foul-up that resulted. 



Disk jockeys aronnd the country were recently chi«led hy an agency media 
executive for not "going all out" in boosting a contest. 

Commented the general manager of one of the stations: "That shonhl teach the 
agency it's not smart to go around the management's hack. The results might have 
been a lot better if the promotion \\ere made the station's effort, ' 



The competitive picture on the tv networks this fall, rue agency men, is so 
complicated and uncertain that it may stall the seasonal game of "iSielsen roulette." 

Here's hoAv the game is played in tv-loaded agencies: Each contributor to the pool 
guesses the nundier of "points'* each of the agency's shows will get in the initial 
ISielsen. The player coming closest to the total nuniher of points wins the pot. 



Another vanishing breed is the music librarian — the erudite, exacting fellows who 
check, dig for. and often select program music. 

Julius IMattfeld, CBS music librarian (also author and concert organist), thinks he's 
just about the last survivor. 

Says he: "If Arthur Godfrey went off the air, I'd be out of a job.*' 

jMattfeld's explanation: In tv, most of the live shows have original music, whereas 
radio tends to "o more heavilv for standani stuff. 
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This is Axel, odds-on favorite children's television personality in the Twin 
City area. Every weekday evening at 5 o'clock on WCCO television, Axel 
and His Dog has an avid audience 37'^' greater than all three competing 
programs combined; 2' 2 times larger than the neai'est competitor.* 
Participations are available. Ask Peters, Griffin, Woodward. 



•AUH, Mav. l!l'>7, Coiiiliiiu-d ML'tro|>i>lit.in iiiul ( )ut<T Art-ii 

WCCO television 

MINNEAPOLIS • ST PAUL 
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AD MANAGER'S TIME 

i Conliniicd from j figc 29) 

a major (•f)n>i<lerati()n. lie lliinks 
Midi ail arraii<;eiii('nt, wliereh) a >tucli() 
would know it would he used for a 
coiiliiuiiiig series of eoinniereials, 
\'. ould ^'i\e llie client iuaii\ heiiefit'^. 

"We wouldu t ha\e to tell our story 
and explain our needs 20 times: the 
^tU(lios alreiid\ would he hriefed ou 
our c(uirepts and approaches. They'd 
take nmch more of a per>oiial interest 
in us and would ^i\e us more ideas on 
the techniques of fdming. If we A\ork 



with a limited nundier of proflucers 
there s less chance for error on ju«t the 
hasic shots, and certainl\ on the more 
complex ones. 1 he) would know how 
we work and wed all sa\e time and 
nione\ ." 

Three months ago he called in t\ 
pr()(lucti(jn eNecuti\ es and ^uper\ isors 
from the agencies: Clair Callihan, 
Hooper White and Dave Cloud of 
Karle Ludgin and Co.: Rolf Hrandis. 
Bernard Gross and Lee King. Kdward 
11. Weiss Co.: Paul Hay and Shep- 
ard Chartoc, Gordon Rest & Co. He 
explained his concept of commercial 



consolidation to them, asking for their 



K 



lea? 



FOR UNMATCHED COVERAGE OF 
STEUBENVILLE-WHEELING 



52nd TV Market 




WSTV-TV 

CBS-ABC • 234,500 WATTS 





OHIO/ W. VA. 





^ STEEL CENTER 



HERE ARE THE FACTS: 

STATION — Covers 320,957 TV homes in 30 counties of Ohio and W. Virginia. 
62% more tower — 53,538 more TV homes than the Wheeling station. Lowest cost per 
thousand TV homes. Over 80 top-rated CBS and ABC Network shows. Total coverage of 
1,125,500 TV homes, including Pittsburgh. 

MARKET — Center of U.S. steel, coal and pottery industries. Fastest growing 
industrial area in the world. 1,418,800 population. More than $2 billion yearly pur- 
chasing power. Center of the Upper Ohio River Valley, rich in natural resources. 
Includes the highest paid industrial workers in the world. 

Ask for (1) Showing of new color slide film, "How to Make Money in the Steel Market." 
(2) Chart, "How to Measure Your TV Results." (3) "Directory of Retailers and Wholesalers in 
Steubenville-Wheeling Market." 

® WSTV-TV 

STEUBENVILLP OHIO ' A Member of the Friendly Sroup 

<j 1 vii_i_t, v./^l^_. . WSTV, WSTV-TV, Stcubenvlllc: 

CHANNEL 9 234,000 WATTS '. KODE, KODE-TV, Joplin! 

Rcpresenled by Avery-Knodel, John J. Laux, Exec. VP. and Gcn'l. Mgr., Rod I ^^°1'o^b°1'^^' '^'f'''^'""'* 

. WPAR, Parkcrsburg 

Gibson, N3V\. Sis. Mgr., 52 Vandcrbill Ave., N^.C, MUrray HIM 3-6977 . WPIT Plllsburgh 



Ihere was opposition, refinement of 
his concepts, acceptance of the idea as 
a move to he made and studied. To- 
day he thinks his thinking and that of 
his agency people is in accord: "This 
isn t a hidebound arrangement. We 
have no irrevocable commitments, and 
at any time we can and will switch to 
new production firms as we want to. 
But we ha\e coordination and con- 
sistenc) ." 

Tlie production unit concept is cur- 
rently being tried on the West Coast, 
with one of the agency producers su- 
per\'ising a freelance crew. "It isn't 
a question of whether we u-e a major 
or an independent studio, or any stu- 
dio at all," says Lipson. "In the final 
analysis it's the individual working on 
your job who counts. Any studio can 
have sets, cameras and props. The 
people, the technicians, make the dif- 
ference between an average job and a 
superb one." 

He s looking for the superb job— 
and that's why he's a tv perfectioni.st. 
Here are some typical ways in which 
he works for that lOO'^/c efficiency in 
a commercial. 

• Casting. Most of the Curtis 
product line are hair preparations for 
women. He knows best how his com- 
pany wants the hair to look in a tv 
film commercial, what kind of stvle is 
right for today's market, what type of 
model has viewer appeal. That's wh\ 
be helps out in the casting for com- 
mercials. Another plus: he knows 
which models have been used for Cur- 
tis by the different ad agencies— but 
the) don't. So if a model hired bv 
one agency three )ears ago for one 
product is suggested by another agency 
for another product, Lipson remem- 
bers the incident and says no. 

• Editing. A sound track ma) end 
up with 63 ■words instead of the .5o 
needed, and five words have to be cut 
— fast. He can listen to the track on 
the phone, make an immediate dele- 
tion and give a fast go-ahead to the 
lab. 

On the last-of-the -season telecast of 
Washington Square a similar problem 
was posed. The show was running 



One of Spartanburg's 
Two Great 



Stations 



w 




SPARTANBURC.S.C. 

Caff-Grartt Webb & Co. 
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iiM'iltiiii' :iit(l ^niitt'lliiiiu li.'td III |ir cut 
i\ Icilil-ill In ;i (iltii coiitlilcir'Ml 

<ii llii' liillliiijiil w'ttli ii;iMic^ of 

-i'\cral (!iii'li< lu'iiiliirls. I.i|i^nii. In 
llii' rniilnil riH III, iiuiilc (III- iiiiiii<-ili;ilf 
ilc('i«inii III nil llic liillliii;ir(l. AiiciirN 
I i-|)i r-ciiUil i\ rs uii IkiiiiI iiii;ilil \\r|| 
Uiwr (Iccidi-il Id iiiiiil tlic live lr;i(l-lii 
i>r llic\ iiiijilil lr;i\c Ix-cn ^caltn cd 
cirniiiitl till- room lluit lli('\ coiildii'l |)i> 
(■(•llcclcd fiisi ciioiifili for ilic (lircrliir 
III ^t'l iiii iiiiiiic(li;iti> •^DviluMil. Ill iIkiI 
< ;i-c. ;i >li(i\\ diiccloi would li;i\(' liKlde 
i\ roiimicrcijl dcci^inn iinohinii iii;iii\ 
llinii-aird-; of cliciil dolhirs. 

• I'rodiictioii. TIiioiil;Ii |oiiir cx- 
|icri('ri< i' in u-^iii^ lcl('\ i»ioii. and work- 
ing with Inul^t'l ln'Ciikdow iw fiiiiii 
a^t'iirics and sii|)|)li(M s. llic ad iiranaiici 
knows iflali\e \aliips. In a prelimin- 
ar\ s|oi\ Ixiard (•(inference, for exam 
pie, he can reeomnieiid loealion shonl- 
iiig ill Mexico. Hawaii and Paris as 
lieiiij.' more dramalic and less expen- 
sive lhan I . filming oxer rear pro- 
jeclidii. lie can soil oul adxanlajie* 
and disadv aiilajie* of sngjieslioiis willi- 
oiil re(piirin}i a slep-l)\ -sicp liriefuij: 
from ihe ageiic\ people iinoKed. 

• ('opy. Knowiiii; the compain s 
|)olic\ and approach to each of its 
inoducls. he can a(l\ i^e immediateK 
on certain co|)\ lines and a|)|)eals — 
and he can also re\ise co|)\ conslrnc- 
ti\el\. In his newU stressed creatiNc 
jol) he works with wonU a» well as 
\>ilh ideas. 

• l*l;iniiiii<:. Lipson \\<i> s|)enl a 
j;real deal of lime in the field on lo- 
cation, in commercial film studio? from 
coast to coast, in li\e l\ ^Indios, in 
.-creeniiii: rooms and eastinj: ofiiee-, in 
film lahoralories and enlliiiir rooms. 

l,i|)S()irs \isnal Iraiiiiiijr started with 
art and la\(iut. lie studied at the 




Xiiieiicaii Vcadciiu of \il in < liic,(;.'o 
and woikcd .i« arl dircddi' of llciiix 
(]. IaIIoii :<iid Maiidcl Hro^. dcpail 
iiieni «loie^ and of Klllllier \ Kntllicr 
a;ieiic\ llieie liefoie joiiiiii<! (aiili- .i» 
ail directiii ill I'^ld. Ile"» lieeii ad\< i. 
ti»iii^ manager »iiicc i'^")2, ic»poii~ili|i' 
for all iiia«« media a(l\('i li^iii;^, 

\\ lio"» lakiii;^ oxer adiiiiiii^lralix <* 
and media ^election a»»iL'niiieiil» / 
Kicliaid I. Ilir^cli lia« joined llie coiii- 
|)an\ a» a»»i»laiil adx ei li^iie.' iiiana^er. 
He headed lii» own (!lii( a;^o a' c ic-\ 
and lia« worked in others. In lii« new 
jol) lie"^ I c-pon^ilih' for all admiiii-lra- 
li\e n««i;^iim('iil'<. d('|iarlnieiital iiiaii- 
a;^eniei(t, coordinalion of adx eri i^iiij: 
\%illi other di\i»ion^. Ihe a(l\ eri i^in-: 
deparlineiil includes !') jiersoiis la\- 
(inl |)co|)le and arli»l», c(ip\ w l iter*. 
'iu»ine»- and clerical. 

I Ik: hraiid inaiia<:ers. lii-lalled a» 
|)arl of the Curtis structure less than 
two \ears ago, are authorized to make 
rccoinnicndalioiis on media. I liev in- 
clude Hill M(('arlne\. >lo|)etle and 
ICnden; Irxiiig Keiin. ^>iia\e and ."^ham- 
poo I'ln^ I'r." > ''>" Holaiul. I.eiillieric : 
Ka\nion(l Markiiiaii, Sjiraxnel and 
Kings .Men. More will he added sliorl- 
l\ as the line is exjiaiided (there are 
now s ire .^0 jiroducls in 10 major 



piodiK I liiM " ( III I crilh iiiaiiiifa( till I'll I . 

\ll down the line, "we re woikiriu' to 
(oiixeit oiir l\ aiidiciKc to cn-l<iiii-i- 
l A|io»nie. alone, won I do that. \\ r \ c 
fiiiiiid that e\ci\ ( liciil who li.(- i-\<-i 
done wi'll in lclc\i»ion lia» nia^lcrcd 
the |i-c|iiiiipie of ii-iii;^ hi-. cniiiiMerci.d 
I iiiie," -a\ » I .i|i-oIl. 

si'oN^dU talked with -c\cral crea- 
li\e and iiianagcmcrit cxccn i\e» .<! llic 
till (•<■ ( ini I i» aficiicie*. I lie\ agreed that 
the coiiccjil (if codperalioii and coordi- 
iialioir can im|ir(i\e llie coiirriiei cia I 
( oiiteni and. iiltiiiialch . the *ale~ fig- 
nic». Hnl one. -peaking off the ic<- 
(ird. added a Hole of eantioii. 

" l lii- kind of -nper\ i ion and eoiin- 
-eling Could leg!liinale!\ lie callcfl in- 
lerfereiice if some client^ I know were 
iirvfiKed. The (jjili> pe(i|ile know wlial 
tlie\'re talking ahoul. I lie\ doii'l jn-t 
|)ick U|) a -iiialleriiig of l\ technical 
know how and then i--iie orders from 
an oak-paneled room. 

■*'l his new scluj) will help u- do a 
h( Iter jol). It will gi\e us more lime 
and opportnnil\ to lie ereali\e and 
fiexihle. Hnl it take- an account wliirh 
has the ideas and the people to make 
this thing work. Id hale to see any 
(if onr oilier clients, al this point. tr\ 
lo do the same thing ! " ^ 



Wcue 



GREAT STATIONS 
DO GREAT THINGS 



Akron benefits from these and many other WCUE projects 




besides moving tons of merchandise for our sponsors 

.A, 



The ELLIOT STATIONS 

great independents • good neighbors 



TIM ELUOT, Prasldsnt 



"Poor Olaf! He used to play the 
bull fiddle over KRIZ Phoenix!" 



Akron. Oriio - WCU E / W i C E - Providence. R. 1. 



The John E. Pcnrson Co. N.itional Representatives 
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SERVETH 
North Central Wisconsin 

on 

WSAU-TV 




BEST INGREDIENTS 



Here is the recipe:* 

Mix 171,000 HOMES 
with $567,064,000 
RETAIL SALES. 

Add $207,408,000 
in GROSS FARM IN- 
COME. 

SERVES: 540,420 pop. 



YOU CAN BUY ALL THESE 
INGREDIENTS AT YOUR 
LOCAL MEEKER CO. OR 
HARRY HYETT STORE. 

DO IT TODAY!! 



•SOURCE: 1956 SRDS ESTIMATES 
of Consumer Markets. 

WAUSAU, WIS. 

OWNED AND OPERATED BY 
WISCONSIN VALLEY TELVISION CORP 



(>;; 




Reps at work 



Frank Wafers, Adam Vounj; Inc., ^Ncw 1 oik. i-ajs.: "Re])s are con- 
stantly Ijcing a^ked "Does \our station u>c jiininiicks?' and 'Are \ou 
running an\ content.-?'. And when the) are the rc]) is ininiediateK 
[Jut oil the defensive. I'irst of all, there .-huuld he a definite distinc- 
tion between ginnnicks and contests. Giniiiiicks are strictly designed 
to produce false audience figure> 
and stations using them are usually 
disqualified h\ the rating ser\ice-. 
On the other hand, honest contests 
are good ])roinotions. Tlie\ help 
to focus interest and excitement on 
radio in general. I admit a station 
w hose- ratings suddenly juni]) with 
a contest might be open to ques- 
tion, although all factors should be 
considered before ])as«ing judg- 
ment. But with a station which 
has well established ratings. an\ 
])romotion should be considered in the adyertiserV favor, not against. 
And the advertiser should be aware that once a station has estab- 
lished itrelf with top ratings, it has done so by good programing 
and no amount of contests or lack of them can have an\ significant 
bearing on the figures. See "Do rating hy])os help stations?" de- 
bated b\ Leder I WOK) and McLendon (KLlFl, 5 January, page 28. 




jerry Smilo, John E. Pearson Co., New York, says: "One of the most 
underrated factors contributing to this country's economy is the 
20.000,000 Negroes who purchase billions each year of all types of 
commodities. Government and independent sources report that Ne- 
groes S];end more money on food than do whites at the same eco- 
nomic level. They eat more fish, 
5 poultry, meats. They purchase 
more cosmetics, deodorants, band 
lotion* and hose. Generally, they 
pay more per item disproving the 
impression that Negroes buy-lower 
quality merchandise. Negro in- 
come has so increased that, in 
numerous areas, their purchasing 
power is equal to that of white 
groups. They are constantly im- 
proving their status and will no 
longer buy merchandise which is 
sdxertised to them coiidescendingh , nor will they 'iniitativeh bu\. 
Because Negroes are radio enthusiasts, they feel tremendous loyalties 
for Negro personalities and the ])roducts advertised. There is a tre- 
mendous sales acceptance on all the highly successful Negro stations. 
Nevertheless, iiian\ usual!) forward-looking clients are unaware of 
the potential of this untapped and rapid!) expanding market." 
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your best buy in 

F^ORTL/XrNl 

is the 



reminder — 

KPTV- Oregon's first television station 
— now gives you a bright new, I'HP 
Channel in Portland. Here's why the 
netr KPTV is your best buy in this pros- 
perous market: 

• Almost years of viewer idcntifica- 
tion and loyalty to Oregon's /)Vj/ TV 
station I Plus, 

• Top-rated NBC shows and stars! 
Plus. 

• Best local shows, stars and films of 
luo stations (KPT\' merged May 1 
with KI.OR, former channel 12): 
Plus. 

• Pro\en results for hundreds 
of advertisers I 

Get all the facts today. Then be sure the 
bright, new KPT\^, Channel 12 is on 
j'Our advertising schedule. 



Oregon's First Television Station 

Represented Nationally by George P. Hollinberry C0# 

OREGON TELEVISION. INC. 
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IM OUT 
li FRflIT! 



Oldtime steamboat races along 
our Ohio River Valley were often- 
close, and hazardous to put your 
money on. Quite different from 
today's audience race among 
TV stations. When you put your 
money on WSAZ-TV, you've 
picked THE winner. Survey after 
survey gives the title to this 69- 
county giant — and the latest 
Nielsen is no exception. Consider 
these WSAZ-TV margins over 
the next-best station: 

95,670 more homes per month 

99,430 more homes per week 

101,130 more daytime homes, 
weekdays 

100,580 more nighttime 
homes, weekdays 

WSAZ-TV steams with compar- 
able popularity across a four- 
state domain wherein almost 
$4,000,000,000 buying power 
awaits advertisers who like to 
ride with the winner. The gang- 
way is down at any Katz office. 





HU/STIMGTOM-CHARLESTOM, W. VA. 

AHilinted with Radio ^ta''ons 
WSAZ, Huntington & WKAZ, Charleston 
LAWRENCE H, ROGERS, PRESIDEN i 
Represented by The Katz Agency 



Tv and radio 
NEWSMAKERS 




Jack Thayer, of W'DGV, .Minneapolis-St. 
Paul, is j)erhaj)s the first full- fledged disk 
j(K'ke\ ill a major market to move o\-er- 
iiiglit from his turntable to the general 
manager's office, kast week. Todd Storz, 
president of Storz Stations of which 
W'DGY is one. named Tha\er to the "on- 
eral manager jjost to succeed Stephen La- 
hunski w ho resigned to become a \ ice 
president at ABC. Thayer will assume the new position on 3 July. 
In the Tw in Cities, Thayer has been a part of the radio-tele\ ision 
picture for the past 15 years. He joined the Storz organization in 
Januar\ 1956 when Storz purchased W'DGY. Since then he has 
held down morning and afternoon d.j. program slots; in addition 
he was production and jiromotion director. Other Storz managers 
once on the air are: Jack Sandler. WQAM; G. Armstrong, WHB. 

Norman B. Norman, in the ad\ertising 
field since 1934, and executive vice presi- 
dent of Xorman, Craig & Kumiiiel, Inc.. re- 
cently was elected president of the agency. 
He rejilaces Elkin Kaufman who has re- 
signed. At the same time. Eugene H. Kuni- 
iiiel. vice president and secretary, and B. 
David Kaplan, vice president and treasurer, 
were elected executi\ e \ ice presidents. 
Kuminel has been associated with Xorman in the agency business for 
nine \ears. He started his career in ad\ertisin"; at Younji & I^ubi- 
cam. and was subsequently employed b\ the Lambert Pliarmacal 
Co. Kaplan has been in advertising for 13 years, the last four of 
which he has been with Xorman. Craig & Kumniel. Prior to joining 
the agency, he was account executive at FCB. The fourth member 
of management at \CK is Walter Craig, in charge of radio and t\. 

Bill Walsh heads up the television depart- 
ment of the new Boston office of Edward 
Petr\ Co.. Inc. which opened on 17 June in 
the Statler office building. Francis Howard 
is in charge of radio sales for the X'ew 
England area. The Petry organization now 
has a total of eight offices each with com- 
plete separation between tv and radio. 
Walsh also w ill ser\ e as office manager. He 
broke into media sales with the Boston Record-American, was four 
\eais with the John C. Dowd Agenc\ in Boston, then became an ac- 
count executive in the Boston office of Weed & Co. Before joining 
Petrv, X^'^alsh was on the sales staff of station WEEI, Boston, for 
three year. Francis Howard, now heading up the radio department, 
sened in the Air Corps in World War 11. After the war, he was in 
charge of radio advertising for the Charles H. Xolan Ad Agency. 
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Latest Bell System control units 
speed accurate network switching 




New Bell System control unit permits network 
switcties to be set up and double-ctiecked in advance. 



XctWDik <\\itrlic.« can lie set up in 
atltanrc and dorblc-clicckccl. tliank-; 
to nc\\ UcW >\«l('m control nulls. 

Tcu or 15 minutes before actual 
switcliing lime, lintton* repre-entinp 
incoming and oiitpoinj; circuits are 
pimdicd on tlie control p;incl. Tlicn. 
al tlie appointed split second, one 
master Imttnn is pushed and all 
switches are performed at once. 

Tlie first new operating center 
iitili/inp tlic control unit hcjzan oper- 



ation in Cliieago tliirinp tlie suinnier 
of V)riG. followed l>\ similar instal- 
lations in Los Angeles and New ^ork. 
In tile near future, operating centers 
will lie aflded in l>e- Moinc?. Palla- 
and Wa-liington. 1). C. 

This flevelopment. which makes 
switching faster and more accurate, 
i* another example of how the Hell 
>\steni is constantly finding new and 
better wa\< to «er\c the broadca-ting 
industry. 



• BELL TELEPHONE SYSTEM 



Providin,s intercity channels for network radio and television throughout the nation 
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New kind of FCC 

In years jni.-t, FCC Conniiissioncrs Icnded to look down on 
the broadcast iiitlii>try from an ivory tower. But John C. 
Doerler. the new cliairiiiaii of the FCC. is one of a new l)recd 
of Conniii^sioners. 

y\long with nio>l of today's Commission, Doerfer has a 
keen interest in the economics of tlie indnstry — and in the 
advertiser's blakc in air media. As lie has told ns more than 
once, for example, he reads SPONSOR carefnlly hecause he 
wants to stay ahreast of advertising tliinking and activity. 

You have only to travel the country to broadcasters' meet- 
ings and events to see the new approach of the FCC to the 
industry dramatized. When the Sleinman stations, for ex- 
ample, dedicated their new studios in Lancaster, Pa., recent- 
ly, fonr FCC Commissioners attended. And almost every 
NARTB district meeting draws one or more Commissioners. 

Going a slej) further, we look forward to a time when FCC 
Commissioners will attend 4 A's and ANA meetings. 

We believe John Doerfer is on the right track in taking the 

position that it is part of the FCC's job to encourage the eco- 
nomic welfare of the broadcast industry (see Newsmaker of 
the Week, i)age 5). Tlie fact that Doerfer and his fellow 
Connnissioners have come to know and understand station 
operation is a healthy trend. For few industries are as com- 
plex or as misleading to the observer watching from an 
ivory lower. 

Negative sell 

Confectionery wholesalers would like to see M&M Candy 
drop its no-nielt-in-the-haiKl connnercial for the sunnner (see 
SPONSOR Hears. 29 June). So would we. Only we'd like to 
>ee the commercial dropped for good. 

The confectionery people feel M&M's stress on the danger 
of candy melting bad for everybody. We think it's par- 
ticularly bad for M&M. ]\esearcb has shown repeatedly that 
negative selling fre<piently rubs off on the product doing the 
name-calling. WV suspect, in fact, that some viewers tend to 
associate M&M with messy hands. 

So how about it M&M? Why not switch to the positive? 
After all's said and done, how many kids keep candy in their 
bands long enough for it to melt? 




THIS WE FIGHT FOR: Media effectiveness 
should be judged by cash-register results. But 
air media continue to rely on ratings. This is 
the fault of both broadcasters and admen who 
should icorh together to create new yardsticks. 



lO-SECOND SPOTS 

Speedy: lii a hurry to make chaiiges 
before air time. Jim Laniioii. tv direc- 
tor at Denver's KLZ. dashed from his 
mobile unit into the modernistic Craig 
Colony Sanitarium (from where the 
])rograni was emanating) via a (]uarter- 
iiich floor-to-ceiling plate glass ])anel. 
He mistook it for an open door. Cest 
la tv. 

Jackpot: Budding authors frequently 
keep their literary agents informed on 
extra-curricular progress. Georgia C. 
Nicholas, director of Nicholas Literary 
Agency in New York, sent us the fol- 
lowing excerpt from a letter sl>e re- 
ceived from a lady author: "I had a 
letter read on the Ben Hunter Show in 
L.A. lately, arid they sent me a Max 
Factor lipstick and a bottle of "Primi- 
tif" perfume, also Max Factor." 

Safe bet: Last Frida) night, Edward 
R. Murrow visited the Arthur C. Niel- 
sen home in Winnetka, III., on CBS 
TV's Person to Person show. Let's 
hope the i\ielsen turn out high on that 
show! 

Fluffy: At WWLP, Springfield. Mass., 
Announcer Frank Knight was told that 
the kine for Top Tunes and iXew Tal- 
ent would not arrive in time for the 
show. It arrived just as he went on 
the air with the apology. "Due to cir- 
cumstances beyond our control," he 
began just as the kine arrived. "Top 
Tunes and l\ew Talent will novN' be 
seen." 

Wide-eyed: H-R Television research 
(see article page 36) has come up with 
the fact that in the late night periods, 
summer tv viewing actuallv increases 
over winter watching. Nothing like a 
late, late show for a hot. sleepless 
night. 

Cool Joe: Joe Stone, who picks the 
hit songs at iWT for Ford commer- 
cials, has had his own song. "I Just 
Don't Know." recorded by The Four 
Lads at Columbia, and it's a hit. 
Friends at JWT now call him "The 
man with the grey flannel beat." 

Air-minded: Some out-of-town agen- 
cies such as Applegate Advertising in 
Muiicie, Indiana, novs' have their own 
planes. // this trend catches on, ue 
may find advertising beginners start- 
ing as pilots instead of mail room 
clerks. 

Boast: WOBC. the closed-circuit outlet 
at Oberlin College, Ohio, plugs itself 
as "The only Oberlin radio station in 
coinpatible color." It also happens to 
be the onlv station in Oberlin. 





watching hour" on KSTP-Ttf! 



Take your choice of ARB or Nielsen . . . they both 
tell the same story: 

From 10:00 to 11:00 p.m.. srivn nights a uvck. 
KSTP-TX' averages more iicurrs in the NSI Area, 
than the other three Twin Citv tele\ ision stations 
COMBIXED!* 

In ARB's important (3uter Area (280,0-16 TV 
homes the same is true . . . more \ ie\vers from 10:00- 
11:00 p.m., Monday through Sundaw than the 
other three put together.'* And in AI^B's Metro- 
l)olitan Area with 410,10.3 more T\' homes 
KSTP-T\' again leails the competition by a margin 
of 2 to 1 over the nearest competitor in this time 
period 



It's the nationally famous KSTP-TV News- 
Weather-Sports lineup that does the job from 10:00 
to 10:30. Then the "who-dun-its" such as "Highway 
Patrol," "Badge 714," and "Mr. D. A." maintain 
command of the Northwest's television viewing 
through 11:00. 

There are a few choice availabilities left during 
this time period, and your nearest Petry office or a 
KSTP-TV representative will be happy to give you 
the details. 

*NSl TV Report. M tnncapolts-Sl. Paul Arm, May inr>7. 
*'A.R,B. Outer Area lialings. !\'ovemher If>'>f>. The MtnnrapolisSl. Paul Outer 
Area is defined os the area enetosed h\ a circle with a 100-mile radium u hose 
center is the Twin Cities but from u hich is excluded the .\finncapolis-St. Paul 
Metropolitan Area of Ramse\\ Hennepin, M'oshington , 
Anoka, ond Dakota Counties. 
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